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The digitalization of things has dramatically changed the market conditions in recent 
years, creating opportunities that did not even exist in the near past. This Master thesis 
describes the development of an innovative, startup e-business in the long-term care 
market. The activity of the company will be carried out mainly through a mobile 
application, which will act as a channel between the elderly people who need home 
services and the professionals who can provide these services. Through this easy-to-use 
application, consumers will be able to find healthcare professionals, home cleaners, 
beauticians, food caterings, supermarkets, pharmacies, as well as shops with orthopedic 
products, make online appointments, pay online, and make reviews. 
Greece will be the main point of this startup company. Concerning the startup budget 
needed to start this business, it is 40.000 euros, which is relatively small compared to 
companies that have a physical presence. The sole proprietorship, legal form of the 
company, makes the founder responsible for any possible costs and decisions made. As 
for the annual net profits of the company for the first year of operation, will be around 
430,000 euros, which is extremely encouraging if we consider the small startup cost. 
The main object of the market research was to identify the company’s ideal, potential 
B2B and B2C customers and customize the application based on their own preferences. 
From the data collection and the statistical analysis of two different questionnaires, a 
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This section will introduce some very important concepts related to this master thesis. 
More in detail, this will analyze the topic, the structure and purpose of this dissertation. 
1.1 The business plan 
1.1.1 What is a Business plan? 
Business plan is a formal written document containing business objectives, the 
strategies on how these objectives can be achieved, and the time outline within these 
objectives have to be accomplished. Moreover, it describes the nature of the business, 
background information of the organization, the organization's financial projections, 
and the strategies it aims to implement, to achieve the stated goals. Actually, this 
document is used as a road map that provides guidelines to the business. (Business Plan, 
2020) 
1.1.2 Why a Business Plan? 
Writing a business plan is undoubtedly a lot of work and time consuming at the start. 
However, it will might give the solution in many problems in the future. As Mike 
McKeever reports in his book (McKeever, 2017, p. 6): “Almost without exception, each 
business owner with a plan is pleased she has one, and each owner without a plan 
wishes he had written one”.  
Business owners can be benefited in many ways beneath a well written business plan. 
It can help them get money from lenders or investors who will consider the proposal 
seriously only if there is a written business plan. Before anyone decides to invest money 
on a business, he wants to be sure that the owners have already thought about many 
critical issues they will face and that they really understand their business. A well 
written business plan is constructed in a way that provides answers to all the questions 
lenders or investors may ask (Covello, 2006). In case they will be extremely confident 
that the business has aspirations to succeed and that their money will be viable in the 
long run, they will invest their money. After all, as long as there are entrepreneurs with 
innovative ideas, there will be potential investors with ambitions (McKeever, 2017).  
Business plan plays a very important role in deciding whether the company should 





throughout the company and makes them understand the possible strengths and 
weaknesses in the concept.  If weak points which predict that the idea will not work, 
will appear during the business plan analysis, it is necessary to avoid starting or 
expanding the business. Mike McKeever said that the ultimate success of many great 
business owners is due to their decision not to start a business with problems before it 
is even created (McKeever, 2017). 
One other key benefit of a carefully constructed business plan is that the business 
owners can understand better the customers and the competitors. About the customers, 
it is very important to understand how they behave through the decision process in order 
to build suitable funnels through which the business will interact with them. Customers 
do not care about the company, the ads and the landing pages. They only care about 
fulfilling their needs, with the best experience, the given moment. Thus, seeing the 
world through the eyes of the customers values much more than seeing the world from 
the perspective of the company (Kruglyak, 2017). One way to achieve that is by 
analyzing how the most successful competitors in the market get their money, which 
are their competitive advantages and trying to do something innovative to gain their 
customers. 
1.1.3 What is a startup? 
Startups are new companies founded by one or more entrepreneurs to create a one-of-
a-kind product or service and bring it in to market. They usually start as small 
businesses due to the small budget coming from the initial funding from the founders 
or their families (Fontinelle, 2020). Of course, not every business that starts is a startup 
company. The startup companies have special characteristics such as high growth 
potential, innovation and usage of advanced technologies, which differentiate them 
(Skala, 2019). 
It is a fact that the economic growth of a nation is interconnected with the foundation 
of startups. First of all, they create new jobs. It is proven that startups create 
approximately 3 million new jobs every year in the United States. On the other hand, 
companies that already exist for more than a year, reduce the total number of employees 
by 1 million annually (Kane, 2010). Moreover, startups are those who contribute the 
most on the increasing of the GDP (Gross Domestic Products) by generating more 





and new technologies in order to upgrade human life. Startups are those who can change 
the world the upcoming years with innovation and creativity and only through 
entrepreneurship can a nation enhance the economic growth (Kofanov, 2018). 
1.1.4 Business plan for startup 
Due to the fact that startups belong to the small business sector and usually have low 
budget, the first thing they normally search for is money. Of course, if the business has 
a lot of profit from the beginning, external funding may not be needed. However, it is 
very common, startups to search for lenders or investors in order to survive the first 
operating period. As previously mentioned, investors will consider seriously only the 
proposals that are accompanied by a well written business plan (Mason C., 2004).  
It is a real fact that the majority of the small businesses fail. According to Dun & 
Bradstreet reports, only 37% of small businesses with 20 or fewer employees have the 
chance to survive four years. Only 9% have the chance to survive 10 years. Τhe most 
important reason this happens is due to the lack of business planning (Weekly, 1996). 
John L. Beckley said: “Most people don’t plan to fail, they fail to plan”. Τhis phrase 
takes on a deeper meaning when we talk about entrepreneurship. 
1.1.5 Business plan structure 
For each particular chapter of this business plan, templates and information from books 
and other electronical references were used. 
This master thesis starts with an Introduction to the topic and the structure of the 
business plan, with the aim to make an overview of what will take after.  
Then, the most remarkable elements of the whole business plan are presented through 
the Executive Summary. 
Follows the Company Description, which includes the philosophy, the model, the setup 
and the features of the company we want to establish. 
The fourth chapter of this dissertation refers to the Market Analysis. At the beginning 
of this chapter, some features of the global market are presented, defining the size of 
the market we want to enter. Then comes the market segmentation which was based on 
specific segmentation criteria. After that, a market research was conducted, so as to 
define information both for determining our buyer personas and for basic startup 





The fifth chapter refers to the Industry Analysis. In this chapter, the competitive and 
competition analysis were caried out, and the competitive advantage of our new startup 
company was stated. 
The sixth chapter refers to the Management Plan of the startup company. This plan 
contains information about the human resources and the operations that are carried out 
strategically in order for the company to achieve some specific, predetermined goals. 
Company Services chapter describes what the company actually offers to the market. 
This chapter describes the operation and the user interface of the application through 
which the company will make money, using a virtual mobile application which was 
constructed into an app creator. 
The eighth chapter presents the Marketing Plan of the startup company, describing the 
ways in which the company will advertise, the media and the marketing techniques. 
The ninth chapter contains the Financial Plan. Financial plan consists of the revenue 
streams and the cash flow projections of the startup company, based on some certain 
assumptions. 
The last chapter of this dissertation is referred to the Milestones and Conclusions. By 
the term milestones, we mean important things that must be done at a certain time inside 
the company. With conclusions an overview of the whole business plan is presented. 
1.2 The Company 
1.2.1 The development of Megalono 
Megalono is a brand-new company with the aim to enter the long-term care market of 
Greece, at the beginning of 2021. In fact, the purpose of Megalono is to create a new 
online marketplace where home services for elderly people will be distributed. Τhere is 
no similar application at the moment in Greece, which contains all the home services 
that someone may need for the care of the elderly.  
The idea for Megalono came up through the everyday life. Besides, David Ogilvy, also 
known as “Father of Advertising” quoted: “Nobody ever arrives at a very big idea 
through a conscious, rational through process. It comes from your unconscious”. Who 
does not have an elderly person who does not want to leave his home for any reason 





difficult to find the right person with the suitable knowledge in order to take care of the 
elderly. It becomes much more difficult when the elderly people are far away from the 
other relatives. Τhe significance of this problem became very apparent during the 
quarantine period, due to the pandemic of Covid-19, when the citizens’ movements 
were restricted. Here comes Megalono, which will facilitate the people, even from 
distance, to be able to make appointments for services and purchases online. 
In Canada the majority of people aged 75 years and older are highly connected to their 
living environment and want to grow old at their homes (Catherine Bigonnesse, 2014). 
This phenomenon occurs also in Greece. Sometimes, of course, there is financial 
insufficiency with the result that the elderly cannot go to a nursing home. However, the 
main reason is that they do not accept to leave their homes themselves. That is the 
reason why there is an increasing demand for home services. 
 The name of the company “Megalono” comes from the Greek word “Μεγαλώνω” 
which means growing up. In addition, if we play with the words, an optimistic pun 
could arise. It can be written as “Megalo No” which can be translated as “Old No”. A 
Greek name was chosen due to the fact that the first two or three years, the company 
will operate domestically. It is better to select smaller markets at the start even if the 
large markets seem to be more profitable. Thus, the company can experiment with low 
cost and establish itself much more easily in the market (Aulet, 2013).  
1.2.2 Megalono Basic Information 









Table 1.1: Megalono Basic Information 
Megalono Basic Information 
Industry Long-term Care Market 
Country of origin Greece 
Founder Kousaris Konstantinos, 24 years old 
Year of founding 2021 
Legal form Sole proprietorship. This model of legal 
ownership was chosen by the entrepreneur so 
as to have full control of the company. That 
is, to be responsible for the results of the 
actions on his own idea. 
Moto We grow up together  
Vision To create the first marketplace in Greece, 
where home services for old adults will be 
traded. To cooperate with service providers 
who share the same sensitivity and 
philanthropy with us. 
Location Thessaloniki, Greece. The company's offices 
will be located in the center of Thessaloniki, 
on Ermou Street. There are some offices 
intended for small businesses and in the 
rental package electricity, water, telephone 
and internet bills are included. 
Country that business activities take 
place 
Greece for the first three years. If the 
company’s profit allows it, efforts will be 
made later to expand into the foreign market. 
Market overview The main competitors of the company are 
some not so popular websites, without 
mobile applications and a few service 
providers, as well as some nursing homes 






2 Executive Summary  
The business idea which is planned to be introduced is Megalono, an application for 
old adults, for people who care about them and for professionals that provide products 
and/or home services for the third age. Our services will mainly focus on our application 
platform and we intermediate between home service providers and old adults. 
We intend to launch an e-business start-up that will operate in the long-term care 
market. The global market size is estimated at 950 billion dollars (Ugalmugle, 2020). 
By offering a platform for old adults to the customers we provide an accessible, 
transparent overview in which those looking for specific services can see, find, 
compare, book, contact suppliers that accommodate the products and/or services 
needed for the elderly.  
The main competitors of the company are some Greek websites, in which someone can 
find caregivers for the elderly, with the help of specialized intermediaries. In contrast 
with our competitors, Megalono will operate mainly through a mobile phone 
application, where consumers can find home services for any need and not just for a 
specific category of services. In addition, the use of the application will be completely 
free for consumers and we offer dynamic payment packages for professionals. 
The model of legal ownership is sole proprietorship and the founder of the company is 
Kousaris Konstantinos. The founder also will be the one who will fully finance the 
company. The initial investment capital is estimated at 40,000 euros and the net profit 
at the end of the first year at 433,000 euros. 
The company will rent out an office in the center of Thessaloniki for 3.000 euros per 
month. In the rent are included service bills for water supply, electricity, internet and 
heating. This gives the company the freedom to adapt to future development and 






3 Company Description 
In today’s world, home services are getting a more important place in people’s life. Fast 
pace of life and limited time, encourage people to hire home service providers to do the 
work. It can be challenging to find the right product or service for the old adults because 
there are many suppliers but there is no communication channel. On the one side, the 
app users want a transparent insight in products and/or services, their prices and 
reviews. On the other side, the suppliers want to have a possibility to increase their 
sales, attract new customers and increase their brand awareness. 
3.1 Problem 
According to World Health organization statistics, the average life expectancy 
worldwide increased by 5,5 years between 2000 and 2016 (WHO, 2020). World 
population prospects report that the global population aged 65 years and above was 703 
million in 2019. By 2050 the number of elderly people is estimated to double to 1.5 
billion (World Population Prospects 2019, 2019). Greek statistical authority reports that 
the number of Greek citizens 65 years and older is increasing every year (Ελ. Στατ, 
2019). This increase in life expectancy, is a result of the improvement of people's 
quality of life. In the past, living conditions were not as comfortable as they are today 
and occupations were much more painful. Most of the jobs were manual in contrast to 
the automated electronic systems that exist today. All the above, in combination with 
the improvement of medicine and medical methods have contributed to the increase of 
the average life expectancy (Repetto, 2000).   
At this point, we should also refer to the fast increasing on the online on-demand home 
services market. According to a recent research of a leading global technology research 
and advisory company, Technavio, this market is expected to grow at a compound 
annual growth rate of almost 53%. Τhis implies an increase of $1,574.86 billion during 
2020-2024. The growing number of startups is the key factor which is driving the 
market (Technavio, 2019).  
It is a fact that the majority of the old adults, do not want to leave their homes and move 
to nursing hotels. There is a point of view, which encourages that it is better for elderly 
not to leave their natural environment and neighborhood. In some cases when they are 





With the combination of the above, the main problem arises. There is no channel 
through which the increase in home services could be linked to the increase in demand 
for home services by old adults, due to the increase in their number and their refusal to 
move to a nursing home. Megalono has to fill this gap in e-commerce in the most 
efficient way. 
3.2 Concept 
Megalono app bridges this gap between high demand and supply of services, in the 
long-term care market, so that seniors or their relatives will have an app that will fill all 
their needs. 
Suppliers can offer their products or services through the platform to reach out and 
attract existing or new customers. This not only increases cost- and risk reduction for 
the service demand, but also increases marketing options and possible increased sales 
for suppliers. Besides, suppliers will have a better overview of the competition, which 
chance to re-evaluate their business plan and to try to be ahead of competitors. The 
design of the platform will improve the convenience and usability both for the service 
seekers and the suppliers. 
Megalono is an app where old adults can be matched with domestic helpers, nurses and 
doctors, online pharmacies, food catering, beauticians and hairdressers, online 
supermarkets and shops with daily aids for patients. This application will give the 
opportunity to the elderly or those who care for them, to visit many e-shops or service 
providers profile, read about their kind of services and consult the ratings that previous 
users of that services will share and post through our app. In addition, they will be able 
to view the service providers' schedule and arrange appointments online exactly 
whenever they can, without even talking to the provider itself.  
One very important benefit for the app users will be the online payment. We will use 
an electronic transaction security system so that all transactions will be safe and the 
company will not lose at all from its share. However, those who will be the most 
facilitated from that, are the app users. With the online payment we fight the 
profiteering and become the link between the two sides of the transaction. It is also a 
great convenience for those who care for their loved ones remotely because some of the 
elderly are either unable to pay at the appointment or delivery of the products due to 






Megalono provides to the app users, all the useful information and availabilities status 
about the whole variety of home services. We try to conclude all home services in one 
dynamic app where users could perform through our interactive online platform. 
As a business created on the basis of human sensitivity and philanthropy, we have to 
gain our customers, promoting in essence “why” the company exists. Inspired by Simon 
Sinek’s book “Start with why” (Sinek, 2009), what we want is to inspire loyalty, not 
just a single transaction. More specifically, to turn our customers into fans of the 
company and partners to love what they do.  
Megalono’s vision is to be recognized as an online platform for the welfare of old 
adults. We strive to provide a protected, transparent, and caring platform for all 
members, both companies that provide products or services for old adults and the old 
adults themselves. We are very community minded, and we reject any form of praising 















4 Market Analysis 
4.1 Global Market Overview 
A wide range of services, ranging from daytime assistance with daily living activities 
(ADLs) to qualified nursing, specialist treatment, rehabilitation, and sub-acute care, are 
included in long-term care. Usually, it is delivered for an extended period of time, 
during which the needs of a patient can change, and for example, higher levels of 
treatment should be given. A primary long-term care aim is to help patients retain a full 
degree of functional independence by ensuring a seamless continuum of care, from low-
intensity to post-acute care facilities. Although a small number of long-term care users 
are younger people with different mental and physical disabilities, the majority of the 
population who use long-term care facilities are senior citizens (Research M. , 2020).  
Long term-care industry can be divided into 3 main categories (Ugalmugle, 2020): 
• Home Healthcare Services: Home healthcare is a large variety of health care 
facilities that can be offered for an illness or injury in your home. Home health 
care is typically less costly, more comfortable and as reliable as you get care 
in a hospital or skilled nursing facility. 
• Community Based Services: Community based services are built to help older 
adults living in the community stay healthy and postpone or avoid 
institutionalization. They provide specialized services for elderly people and 
their families, including wellness programs, medical support, fitness and aging 
prevention programs and caregiver counselling, as well as general 
accommodation, finances and home security assistance 
• Facility Based Care Services: Facility based care is usually given at acute care 
hospitals, counseling centers, and nursing homes. Patients in this program may 
have a variety of injuries or diseases that require the care of a medical provider, 
including brain damage, multiple wounds, infectious diseases, or common 
illnesses. 
The total population aged 65 years and older in 2019 was 703 million, according to 
World Population Prospects 2019. The number of elderly people is expected to double 
to 1.5 billion by 2050. The global proportion of the elderly population rose from 6% in 





six persons over 65 years of age in the world. It is predicted that in the years to come, 
individuals turning 65 are more likely to take any type of long-term care facilities. There 
has also been a shift from hospitals towards in-home nursing (World Population 
Prospects 2019, 2019). 
A clear overview of the worldwide long-term care market is described in this global 
market insights research. The size of the long-term care market is expected to grow 
from $950 billion in 2019 to $1,500 billion in 2026. This is an 6,9% increase at a 
compound annual growth rate (Ugalmugle, 2020). 
 
Graph 4.1: Long term care market 
Source: (Ugalmugle, 2020) 
Increased aging and life expectancy will continue to boost market growth in the coming 
years. It seems that this large increase in the market is due in large part to the 
exponential increase in the number of geriatric people aged 85 and older. The 85 and 
older segment accounted for an annual compounded growth rate of over 8.5% 
(Ugalmugle, 2020). In 2019, the number of people aged 80 years or older is expected 
to triple, from 143 million in 2019 to 426 million in 2050, according to the United 
Nations (World Population Prospects 2019, 2019). Furthermore, an increase in the 
number of patients suffering from life-threatening disorders such as cardiovascular 






The largest percentage in the market at the moment is occupied by the age group 65 to 
74 years old, with 35%. Home healthcare market holds 25% market share and 
community-based services segment is accounted for 35% approximately. Community-
based programs are further bifurcated into, among others, adult day care and continuing 
care retirement classes. In addition, in contrast to institutional facilities that boost 
segmental demand, these facilities are cheaper. 
One other very interesting table depicts the global long-term care market by gender. 
 
Graph 4.2: Global long-term care market, by gender, 2019 & 2026 
Source: (Ugalmugle, 2020) 
From the graph we can easily conclude that females hold, and will continue to hold, the 
largest share of the market. In addition, the market will grow in the coming years, both 
in number of people and in terms of monetary value. 
4.2 Market Segmentation 
Market segmentation is the method of defining business segments and the process of 
separating the large customer base into sub-groups of customers composed of existing 
and potential customers. Market segmentation is a consumer-oriented mechanism that 
can be applied to almost every type of market. In separating or segmenting populations, 
analysts generally look for mutual characteristics, such as common preferences, mutual 
interests, similar behaviors, or even similar demographic profiles. So, market 





because different consumers are typically targeted by different products, costs, 
discounts, deliveries or a variety of marketing variables (Camilleri, 2018).  
Bain & Company’s survey concluded that 81% of executives found that market 
segmentation was essential to rising earnings. Bain also observed that businesses with 
broad segmentation plans had a 10 % higher profit than businesses that segmentation 
was not as successful over a 5-year period (Markey, 2008). 
When marketing managers dividing the market, they can understand better the needs 
and expectations of the customers. This allows them to adapt the marketing efforts of 
the business more specifically and responsibly to the preferences of individual clients. 
Segmentation marketing helps companies to meet and fulfill the expectations of their 
clients. They may also be able to understand the strengths and weaknesses of the 
competitors. In this way, business opportunities in areas that were not well served could 
arise. 
During the market segmentation process, the segments must be profitable to be 
worthwhile for the company. Literature states that segments should follow the M.A.S.A 
rule in order to be profitable (Claessens, 2016).  
 
Graph 4.3: M.A.S.A Rule 
Source: (Claessens, 2016) 
• Measurable means that some type of data on the market segment should be 
available so that its size can be calculated. You need to know how big the section 










• Accessible means that the company should be able to enter the business 
segment. Every segment needs to be able to be successfully reached and 
interacted with. 
• Substantial refers to the size of the segment. The business segment should be 
large enough in terms of revenue and profitability in order to be appealing to 
the company. 
• Actionable is referred to the feasibility of the segment. Presupposes that the 
business has the resources to fulfil the demands of this segment. 
In order to maximize the effectiveness of the market segmentation, it is very important 
the market to be segmented based on the suitable market segmentation criteria. With 
the use of relevant market segmentation criteria, the requirements for profitable 
segments will be met. According to Weinstein, these criteria are the following 
(Weinstein, 1994):  
 
Graph 4.5: Market Segmentation Criteria 
Source: (Weinstein, 1994) 
❖ Geographical Criterion 
Geographical market segmentation is usually the simplest segmentation of the market. 
This type of segmentation establishes various consumer target groups dependent on 
geographical borders. Since potential consumers have desires, preferences and 
















regions of consumer groups will help decide where to market and advertise and where 
to grow your company. 
❖ Demographic Criterion 
Demographic market segmentation divides the market into segments based on some 
demographic elements. The most common demographic elements are age, education, 
income, size of family, ethnicity, gender, employment, nationality, and more. One of 
the easiest and most commonly used type of segmentation is demographic market 
segmentation. The explanation is that the needs and expectations of customers are 
always interrelated with demographic variables. Demographic variables, in comparison 
to many others, are often very easy to measure. 
❖ Psychographic Criterion 
The psychological aspects of consumer behavior are taken into account in 
psychographic market segmentation by separating markets according to variables such 
as social class, lifestyle and personality. 
❖ Behavioral Criterion 
Behavioral market segmentation distinguishes consumers by habits and decision-
making patterns such as purchasing, consumption, lifestyle and usage. Segmenting 
consumers based on buying preferences helps marketeers to build more focused 
advertising campaigns. 
According to the market segmentation criteria and also taking into account the 
requirements for the profitability of segments, Megalono market segmentation will be 
the following: 
Table 4.1: Megalono Market Segmentation 
Megalono Market Segmentation 
❖ Geographic Criterion The company "Megalono" will be a new 
startup that will operate in Greece. 
Because older adults exist in all parts of 
Greece as well as service providers, there 
will be no other geographical boundaries 





is likely that in bigger urban centers the 
application will be more efficient but we 
hope it will be useful even in smaller 
villages. 
❖ Demographic Criterion Our potential customers will be all those 
involved in the care of older people and 
the elderly themselves. The age of the 
relatives who are usually interested in the 
elderly but also of the professionals is 
usually 30 years and older. Although 
most of the market is occupied by older 
women, we cannot say that the 
application is aimed at them more than 
men. Thus, there is no gender restriction. 
Concerning the income of our customers, 
because to use the application you need 
some smart mobile device or computer, 
internet access and some money to buy 
the services, we would say that the app is 
aimed at people with middle or higher 
income. Finally, there is no social or 
educational level constraint as the 
application is very easy to use, even by 
older people who are not familiar with 
the technology. 
❖ Psychographic Criterion The application aims to serve long-term 
care market professionals as well as those 
who need their help. In essence, both the 
demand and the supply of the market are 
served. 
❖ Behavioral Criterion As far as consumer buying preferences 
and habits are concerned, our customers 





buying home services, and do not try to 
do it all on their own, often risking due to 
lack of necessary knowledge. In addition, 
our potential customers share the same 
belief with us, that senior people deserve 
the best possible care and quality of life. 
 
Based mainly on the age group and the customer relationship that the potential 
customers will have with our company (B2B, B2C), we can group our customers as 
follows: 
1. Older adults: 
Since the application has been built to facilitate the elderly, they will be a target 
group of our company. In recent years it has been observed that older people are 
becoming more and more familiar with new technologies. In fact, in the United 
States and the United Kingdom, according to surveys, 78% of people who are 65 
years old or older use a mobile phone (Blanka Klimova, 2018). Of course, we are 
not so sure to say that all of them have the ability to use the internet or the 
application that we will create, but the numbers that depict the familiarity of older 
people with technology are very encouraging for us. In addition, mobile devices 
seem to be used from older people more than computers. 
2. Old adult’s relatives who care for them: 
In cases where seniors are unfamiliar with the technology and cannot use the 
application, those we would like to use it would be their close relatives who care 
about them. Customers of this segment are usually 30-year-old or older. We also 
give them the opportunity to take care of them even remotely with online 
appointments and home delivery of products and services. 
3. Service providers 
Service providers play a vital role for the company. These are the first ones we want 
to convince with our idea and beliefs. Without them there will be no transactions 
through the application. So, the more service providers the bigger the profit of the 





and competition increase, and people enter a process to choose the one that suits 
them. If there is no variety of benefits, they may leave the application to find better 
services elsewhere. That is why we want to be the first to create the market and we 
would like to attract as many service providers as possible.  
As for the professionals, they have to be certified and legally allowed to practice 
their profession. By having this restriction, we will avoid unreliability and any 
unprofessional behaviors by anyone who hasn’t got the proper education. So, our 
market is targeted/customized, which means that we have a specific niche. The 
products and services that our customers will order, will be delivered through the 
service provider of their choice, and the shipping company each service provider 
cooperates. 
We can also segment the customers based on the section of the application in which 
they will either buy or sell services: 
1. Elderly healthcare: 
In this section, nearby nurses, housekeepers and doctors will have profiles with full 
services description and the prices for each one. Customers will be given the 
opportunity to compare service providers, review them, make appointments and 
contact with them. 
2. Food care 
Restaurants and caterings will be able to deliver food at older people’s home 
through this section. There will be the possibility of weekly, monthly and even 
annual packages, with a specific delivery time at home so that you do not need daily 
food orders. This will benefit both the stores with subscriptions and the customers 
who will never be left without hot food and will gain money from preferential 
subscriptions. Fast food restaurants will also be welcome on our site as long as they 
consider that they can meet the expectations of the elderly, who usually have special 








3. Home cleaning care 
In this section there will be profiles of people and crews involved in cleaning and 
tidying houses. Customers will be able to compare prices and reviews and choose 
the one that suits them.  
4. Household products care 
Partner supermarkets with online store and home delivery capability, will have the 
opportunity to advertise to our shoppers and make direct sales through the 
application. 
5. Grooming care 
Hairdressers and beauticians will be able to provide home services to people who 
are unable to move away from their homes. Some of these services are vital even 
for older people because there is a hygiene issue. 
6. Pharmacies and shops with orthopedic items 
Pharmacies and shops with orthopedic products, such as walking sticks, orthopedic 
beds and pillows, and anatomical shoes, will be able to advertise and sell their 
products directly to their own buying public that is on par with ours. 
4.3 Market Research 
The company's market research focused on the ideal customer. In essence, what we 
wanted to achieve is the ideal match of the product we offer with the preferences of our 
ideal potential customer.  
4.3.1 Questionnaire Description 
Concerning the marketing research methodology, questionnaire method of research was 
chosen. A questionnaire, is a research method composed of a set of questions for the 
purpose of extracting information from respondents (or other forms of prompts). 
Mathematical Society of London invented the questionnaire back in 1838 (Gault, 
1907). Questionnaires have benefits over many other forms of surveys because they are 
affordable, do not entail as much initiative as verbal or telephone surveys from the 
questioner, and also have structured responses that make it easier to collect and analyze 
data. Although we usually use questionnaire results for statistical analysis, this is not 





Concerning about the different potential customer groups, two different questionnaires 
were created. Thus, these two questionnaires were conducted, because we would like 
to serve to the fullest, both sides of the transactions that will take place through the 
application, the demand and the supply of services respectively. 
The first one was used to test the usefulness of the "Megalono" app, either for people 
looking for home care services, or looking for services to cater to others who need it. 
The second questionnaire was used to examine the usefulness of the application for 
professionals, working in the long-term care market. 
Both questionnaires were divided in two parts. In the first part of each questionnaire, 
we researched whether our potential customers use a competitive application of 
"Megalono" either for the purchase or for the sale of services. In addition, we asked 
their opinion about the existence of an application such as "Megalono" and what 
features they would prefer. In this way, we wanted to have an overview of the market 
through the eyes of consumers. Τhe second part of the questionnaire contains some 
questions with demographic data which are very useful in drawing conclusions during 
the statistical analysis. 
The questionnaires were structured in the Greek language, because we wanted the 
respondents to be Greek citizens. Moreover, some of them are old adults and it was 
very likely that they do not know any other language rather than the Greek. The 
structure of the two questionnaires is presented in the Appendix (11 Appendix). 
4.3.2 Statistical Analysis Methods 
Concerning the statistical analysis, a very powerful statistical analysis tool was used, 
the IBM SPSS Statistics. This particular tool, helped us examine the results of the 
market research, using various statistical tests.  
Firstly, the Kolmogorov-Smirnov and Shapiro-Wilk, normality tests were conducted in 
order to check if the data which will be used in the statistical analysis, follow the normal 
distribution. 
Due to the fact that our data do not follow the normal distribution, non-parametric tests 
were conducted in order to check for any correlations or significant differences. Many 
T-tests were used so as to check if there are any significant differences between the 





Spearman's rank-order correlation tests to determine the relationships between the 
variables. 
4.3.3 Sample Description 
In this section, we present the main demographic features of the people who 
participated in these two surveys.  
4.3.3.1 Questionnaire for professionals 
Admittedly, it has not been an easy task to find many professionals who deal with or 
have the ability to take care of the elderly at home. The quarantine that Greece has 
entered due to the pandemic of Covid-19 made this task even more difficult. However, 
40 professionals were asked about the usefulness of the "Megalono" application for 
their profession. The way we reached this number of professionals is through their 
contact details that we found on the internet and through family-known professionals 
activating in this particular field. In fact, an attempt was made to contact many more 
professionals in the field from their online, contact information, but the responses 
received were not as many as expected. So, the sample was convenient. 
Initially, the participants were asked about their gender. There were 23 men (57,5%) 
and 17 women (42,5%) in this research. The corresponding percentages are presented 
below, in Figure 1. 
 









The next demographic feature which was examined was the age group (Figure 2). As it 
was expected, no participant was older than 65 years old. This happens because we only 
asked active professionals, and here in Greece, people over 65 years old retire. The 
majority of the participants come from the group 46-65 years old (50%, 20 participants), 
because it needs enough maturity to take care of the elderly. The second most frequent 
age group is 30-45 years old (35%, 14 participants) and the third most frequent age 
group is 18-29 years old (15%, 6 participants). 
 
Figure 2:Professional’s age group distribution 
The third demographic feature which was examined was the educational level of the 
participants (Figure 3). The majority of the participants have a university educational 
level (42,5%, 17 participants). The second most frequent educational level is the MSc 
(37,5%, 15 participants), the third is the high school (15%, 6 participants) and only 2 











Figure 3: Professional’s educational level distribution 
Then we examined if the participants work as self-employed or working in a company 
with 2 or more employees (Figure 4). 21 participants (52,5%) work in companies with 
2 or more employees and 19 work as self-employed (47,5%). 
 
Figure 4: Professional’s distribution based on the number of employees 
In the end, we asked if the professionals provide their services only in Greece (Figure 
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Figure 5: Professional’s distribution based on the area of activity 
4.3.3.2 Questionnaire for consumers 
For the questionnaire we constructed for consumers, we made sure to answer only 
elderly people who need services at home and people who care for elderly relatives. 
The sample for this questionnaire is 81 participants. This number of participants was 
reached through the publication of the questionnaire in personal accounts on social 
media.  
Initially the participants were asked about their gender (Figure 6). The 43 (53,1%) of 










Figure 6: Consumer’s gender distribution 
Then the participants were asked about their age (Figure 7). The majority of them (53%, 
43 participants) are between 46 and 65 years old and they usually are children of elderly 
people. The second most frequent age group is the 30-45 years old group (21%, 17 
participants. We had 15 elderly participants (19%) who are more than 65 years old and 
their contribution to the research is very crucial. 6 people (7%) were between 18 and 
29 years old. 
 















The third demographic feature which was examined, was the participant’s marital status 
(Figure 8). Approximately half of the participants (50,6%, 41 participants) were 
married. 19 participants (23,5%) were unmarried, 17 (21%) were divorced and only 4 
participants (4,9%) were widowed.  
 
Figure 8: Consumer's marital status distribution 
Additionally, we asked about the educational status of the participants (Figure 9). The 
majority of the participants have a university educational level (46,9%, 38 participants). 
23 of the participants (28,4%) have an MSc educational level, 16 (19,8%) have finished 
high school, 3 participants (3,7%) have a PhD educational level and only 1 (1%) 












Figure 9: Consumer's educational level distribution 
Lastly, we examined the participant’s income status (Figure 10). The majority of the 
participants have an income between 1000 and 1300 euro (40,7%, 33 participants). 24 
participants (29,6%) have a high-income of 1300 euro or more, 18 participants (22,2%) 
have a middle income between 700 and 1000 euro and 4 participants (4,9%) have an 
income between 400 and 700 euro. Only 2 participants (2,5%) have an income smaller 
than 400 euro. 
 
























































4.3.4 Questionnaire results and observations 
The market research revealed many important results, which will help in making the 
right conclusions and decisions for the start-up of the company. In this section, the most 
important findings of the market research will be visually interpreted. 
4.3.4.1 Findings of the questionnaire for professionals 
The first pair of questions was about the devices, which are used by the professionals 
in order to connect with the internet and the time they spend online in daily basis.  
A very interesting finding is that all of the professionals (40 participants) that 
participated in this research use their mobile phones in order to go online, which means 
that they are also familiar with mobile applications. This would make it much easier for 
the company to cooperate with them through the Megalono app. The majority of them 
(34 participants) also uses laptop or tablet in order to surf the web. Only 14 participants 
use their desktop computers to go online as this way has lately been outdated. The 
corresponding results are presented in figure 11. 
 
Figure 11: Electronic devices used by the professionals in order to go online 
Concerning the hours that professionals are connected to the internet (Figure 12), we 
can say that internet has become an integral part of their daily life as most of the 
participants spend more than 2 hours online. Half of them (52,5%, 21 participants) 
spend 2-3 hours per day online, 11 participants (27%) spend 3-4 hours and 3 





















1-2 hours per day online and none of the participants spend less than 1 hour per day 
online. 
 
Figure 12: Hours per day spent online by the professionals 
With the next pair of questions, we tried to figure out if the professionals already use 
the internet in order to sell their services to elderly people and which applications they 
use.  
The majority of them (60%, 24 participants) do not use any application in order to sell 
their services online to elderly people (Figure 13). From those who use competitive 
applications (40% 16 participants) we found out some competitors in different service 
categories. Those active in the food sector reported using applications such as “efood”, 
“fagi” and “box”. Some professionals said that they sell their services through social 
media (Facebook, Instagram) and some others that sell services through the company’s 
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Figure 13: E-commerce usage to sell products to elderly people 
The next question was just to make sure that our sample is sufficient and there are 
professionals for all the service categories of the Megalono app. The most difficult was 
to find professionals who sell orthopedic products for the elderly, but fortunately 3 were 
found. The findings are presented below, in Figure 14. 
 
Figure 14: Professional’s service categories 
Additionally, the professionals were asked in what level they agree or disagree, that 
they would use Megalono app to sell their services (Figure 15). The result was very 
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encouraging, as most professionals totally agree that they would be willing to use the 
Megalono App. 
 
Figure 15:Level of agreement with Megalono app 
We were also pleased to see that the features which differentiate Megalono app from 
the competition are very important for the potential B2B customers (Figure 16). The 
most important one seems to be the review section the app has. Then comes the 
possibility of choosing the professional possibility and the contact information section. 
Online appointment and online payment are important only for some of the participants 
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Figure 16: The most important app features for professionals 
As to how they would like to pay, to cooperate with us as professionals, the majority 
(57,5 %, 23 participants) prefers the monthly subscription fee rather than transaction 
fees, but it depends on the type of their profession (Figure 17).  
 
Figure 17:Means of payment 
Lastly, with a pair of questions, we tried to find out at what subscription and transaction 
fees, the professionals would be pleased to work with us (Figure 18, Figure 19). The 





























decide on the price of the monthly subscription fee and the transaction fees. It seems 
that professionals prefer a subscription fee between 40-70 euro per month and 
transaction fees between 5-10% on the transaction. 
   
Figure 18:Monthly subscription fee               Figure 19: Transaction fee 
In conclusion, for the potential professionals who responded to this survey, we would 
say that they support the creation of an application like Megalono. As they stated, there 
is a service category for all of them inside the application, and the biggest percentage 
of them would be willing to work with us. They seem also to support the capabilities of 
the application that differentiate it from the competition. Finally, we obtained important 
data for the creation of the appropriate monthly subscription packages and transaction 
fees, so that both our customers and the company are happy. 
4.3.4.2 Findings of the questionnaire for consumers 
As with professionals, in the first two questions of the questionnaire we collected data 
on the devices used by consumers so as to go online and for how many hours per day. 
Almost all participants (96,3%, 78 participants) use their mobile phone to connect to 
the internet. This strengthens the company's comparative advantage over competitors 
that do not operate through application. In addition, more than half of the participants 
(81,5%, 76 participants) use portable devices such as laptops and tablets. 31 of the 
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Figure 20: Electronic devices used by consumers to go online 
Concerning the daily usage of the internet (Figure 21), 33,5% of the participants go 
online for 3-4 hours daily, 21% of them use the internet for 2-3 hours and 22,5 % for 
1-2 hours per day. 7,4% of the participants use the internet less than 1 hour per day and 
16% for more than 4 hours. 
 
Figure 21: Hours per day spent online by consumers 
Figure 22 presents the percentage of the participants who use the e-commerce. What is 
depicted is how important e-commerce has become in recent years. Most of the 

































Figure 22: Do consumer's use e-commerce? 
The next two pair of questions present the willingness of consumers to use Megalono 
for themselves (if they are 65+ years old) or for other people for whom they care about. 
Both in Figure 23 and Figure 24, we were pleased to see that the vast majority would 
use an app like Megalono that provides so many features and services. 
  
Figure 23: Willingness to use Megalono        Figure 24: Willingness to use Megalono 
for themselves (only if 65+)                                for people who they care about 
The next question was about to identify our competitors through the eyes of the 
consumers. We asked them to write down which applications or electronical means they 
use for home services, in case they already use. The most of the respondents reported 
66,70%
33,30%




Willingness to use 
Megalono for 













food applications like “efood” and “box”. Many respondents also reported “Skroutz” 
e-commerce platform as a means of buying products through the internet. Some other 
answers were “douleutaras” for finding home care professionals and “pharmacy 295” 
for buying medicines. The fact that none of the respondents mentioned any of our main 
competitors gives us a great advantage, as it shows that they are not widespread enough. 
The respondents were also asked to choose which of the Megalono service categories 
they would use. In Figure 25 it is clear depicted that the most important service category 
for the consumers is the Healthcare with 74 votes. Then comes cleaning services and 
food services with 56 and 54 respectively. The purchase of goods from supermarkets 
seems to be extremely important as well, with 48 votes. 31 of the participants would 
like to buy medicines online by pharmacies and 30 participants would order orthopedic 
products. Only 26 would use the beauty services, which is strange as everyone will need 
a haircut at some point. 
 
Figure 25: Service categories the consumers would use 
Figure 26 shows the degree to which consumers would be satisfied with the plethora of 
services and the featured offered by the Megalono application. It is very encouraging 

























Figure 26: In what degree Megalono app satisfies the consumers 
Furthermore, we tried to find out which of the app features are the most important for 
the consumers. As it is presented in Figure 27, review section is the most important for 
both professionals and consumers. 
 
Figure 27: Important app features for the consumers 
In the last two questions, respondents were asked about how often they would use 
Megalono if they had the opportunity and how much money they would spend in order 
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Approximately half of the participants (48,1% ,39 participants) would use Megalono 1-
2 times per week in order to buy services. 29 participants (35,8%) of the participants 
would use Megalono 3-6 times per week and 8 participants (9,9%) would use Megalono 
1 time per month. The corresponding percentages are presented in Figure 28. 
 
Figure 28: Frequency of use of Megalono app from the consumers 
Concerning the money, they would spend to buy services (Figure 29), 34,6% of the 
respondents (28 participants) would spend 200-300 euro per month in order to buy 
services. 18 participants (22,2%) would spend 100-200 euro per month and 13 
participants (16%) more than 300 euro. 15 participants (18,5%) would spend less than 
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Figure 19: Money spend from the consumers per month in order to buy services 
In conclusion, we would say that the participants in this research seem to have a very 
positive attitude towards the creation of an application like Megalono. Most of them 
stated that they would use such an application and in fact it would satisfy them to a 
great extent. In addition, the majority of them would pay a respectable amount of money 
each month to purchase services and would use the app on a weekly basis. 
4.3.5 Statistical Analysis Results and Observations 
The first thing we had to do was convert the text data of the results we wanted to analyze 
into numeric data. In this way, we were able to use the data for statistical analysis. For 
example, in the gender-based distribution, we coded the variable "male" as "1" and the 
variable "female" as "2". In the distribution based on the age group we coded the 
variable "less than 18 years old" as "1", "19-29 years old" as "2" and so on.  
4.3.5.1 Statistical Analysis of the data for Professionals 
The three main questions on which the statistical analysis for professionals was based 
are the ones that interest the company the most. These are whether a professional would 
use the Megalono app to sell his services, the monthly subscription fee with which the 
professional would be happy and the transaction fee, on each transaction, that would 
satisfy him. 
It is very important to present which variables were coded with what, in order the data 
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So, for the question “I would use Megalono app in order to sell my services”, the 
answers were coded as follows: Totally Disagree (1), Disagree (2), Neither Agree nor 
Disagree (3), Agree (4), Totally Agree (5). 
For the question “The amount of money you are willing to spend as a monthly 
subscription to the app to sell your services” the answers were coded as follows: 10-20 
euro (1), 20-40 euro (2), 40-70 euro (3), 70-100 euro (4), 100-150 euro (5). 
For the question “Percentage range on the transaction, for each transaction that you are 
willing to allocate in the application for the sale of your services” the answers were 
coded as follows: 2-5% (1), 5-10% (2), 10-15% (3), 15-20% (4), 20-30% (5). 
For the Gender the answers were coded as follows: Male (1), Female (2). 
For the Age group the answers were coded as follows: 19-29 years old (1), 30-45 years 
old (2), 46-65 years old (3), 65+ years old (4) 
For the Education level the answers were coded as follows: Primary School (1), 
Gymnasium (2), High School (3), University (4), MSc (5), PhD (6). 
For the question “Are you self-employed or do you work for a company that employs 
2 or more people?” the answers were coded as follows: Self-employed (1), Company 
with more than 2 employees (2). 
It can also be assumed that for all the statistical tests, the level of significance will be 
0,05. 
First of all, a normality test was conducted in order to check if the data which will be 
used in the statistical analysis, follow the normal distribution. As it is presented in the 
Table 4.3.1, the Asymptotic Significance (Two-tailed) p-value of the Kolmogorov-
Smirnov and Shapiro-Wilk tests is below 0,05, which means that:  
➢ The null hypothesis “H0: There is no statistically significant difference between 
the distribution of values from the normal distribution”, is rejected, meaning 
that none of our data follows the normal distribution. 
➢ Non-parametric tests will be conducted in order correlations and statistical 





Table 4.3.1: Normality test 
 
The Table 4.3.2 and Table 4.3.3 refer to the participants’ gender (grouping variable). 
The t-test for 2 independent samples was performed to check if the mean values in the 
2 gender groups perform any statistically significant difference. From the group statistic 
table, we can conclude that Males have a slightly higher mean value in all 3 questions. 
To see if these differences are statistically significant, we will look at the Table 4.3.3. 
For the “willingness to use Megalono app” question we cannot assume that the 
variances are equal, because at the Levene's test for equality of variances, the 
significance (Two-tailed) p-value=0.026<0,05. So, we reject the null hypothesis and 
accept the alternative hypothesis which is that the two distributions are significantly 
different. For this reason, we will read the second line of this table. The Asymptotic 
Significance (Two-tailed) p-value=0,370>0,05, so, we will accept the null hypothesis 
that the mean score between the two gender groups is not significantly different.  
For the “Subscription fee” question we can assume that the variances are approximately 
equal, because at the Levene's test for equality of variances, the significance (Two-
tailed) p-value=0.063>0,05. So, we accept the null hypothesis that the two distributions 
are not significantly different. For this reason, we will read the first line of this table. 
The Asymptotic Significance (Two-tailed) p-value=0,034<0,05, so, we will reject the 
null hypothesis and accept the alternative hypothesis, that the mean score between the 
two gender groups is significantly different. Explaining the result, it means that men 
who show a slightly higher mean than women, would give more money as a 
subscription fee to the application. 
For the “Transaction fee” question we can assume that the variances are approximately 
equal, because at the Levene's test for equality of variances, the significance (Two-
Tests of Normality 
 Kolmogorov-Smirnova Shapiro-Wilk 
Statistic df Sig. Statistic df Sig. 
Willingness to use Megalono ,315 40 ,000 ,756 40 ,000 
Subscriprion fee ,361 40 ,000 ,705 40 ,000 
Transaction fee ,353 40 ,000 ,728 40 ,000 
Gender ,377 40 ,000 ,629 40 ,000 
Age Group ,265 40 ,000 ,794 40 ,000 
Education level ,233 40 ,000 ,860 40 ,000 






tailed) p-value=0.926>0,05. So, we accept the null hypothesis that the two distributions 
are not significantly different. For this reason, we will read the first line of this table. 
The Asymptotic Significance (Two-tailed) p-value=0,238>0,05, so, we will accept the 
null hypothesis that the mean score between the two gender groups is not significantly 
different. 
Table 4.3.2: Gender group statistics 
 
Table 4.3.3: Gender independent samples test 
 
The second feature to be examined is the age group. A Spearman's rank-order 
correlation was run to determine the relationship between the Age group with 3 of the 
questionnaire questions. The results are presented in the Table 4.3.4. 
For the “Willingness to use Megalono app” question, the Spearman’s Correlation 
Coefficient is rs = 0,052, meaning that there is a very weak, positive correlation between 
them, and the Asymptotic Significance (2-tailed) p-value= 0.751>0.05, meaning that 
this correlation is not statistically significant. We accept the null hypothesis that 
“Willingness to use Megalono App” is not correlated to “Age Group”, so the data are 
not statistically significant. Therefore, the difference between the two variables is most 
probably random. 
Group Statistics 
 Gender N Mean Std. Deviation Std. Error Mean 
Willingness to use Megalono 
1 23 4,48 ,593 ,124 
2 17 4,24 ,970 ,235 
Subscriprion fee 
1 23 2,70 ,470 ,098 
2 17 2,29 ,686 ,166 
Transaction fee 
1 23 2,39 ,499 ,104 






For the “Subscription fee” question, the Spearman’s Correlation Coefficient is rs =-
0,137, meaning that there is a very weak, negative correlation between them, and the 
Asymptotic Significance (2-tailed) p-value= 0.400>0.05, meaning that this correlation 
is not statistically significant. We accept the null hypothesis that “Subscription fee” is 
not correlated to “Age Group”, so the data are not statistically significant. Therefore, 
the difference between the two variables is most probably random. 
For the “Transaction fee” question, the Spearman’s Correlation Coefficient is rs =0,484, 
meaning that there is a medium-strong, positive correlation between them, and the 
Asymptotic Significance (2-tailed) p-value= 0.002<0.05, meaning that this correlation 
is statistically significant. We reject the null hypothesis and accept the alternative 
hypothesis that “Transaction fee” is correlated to “Age Group”. If we interpret this 
result in real life, we would say that the older a professional is the bigger the percentage 
of transaction he would give to the application is. 
Table 4.3.4: Age group correlations 
 
The third feature to be examined is the educational level. A Spearman's rank-order 
correlation was run to determine the relationship between the Educational level with 3 
of the questionnaire questions. The results are presented in the Table 4.3.5. 
Due to the fact that the Asymptotic Significance (2-tailed) p-value, when we tried to 
determine any relationship between Educational level and any of the three questions 
(“Willingness to use Megalono app”, “Subscription fee” and “Transaction fee”) is 
bigger than 0,05, we accept the null hypothesis in all these three cases. Educational 
level is not correlated with any of these questions and the differences between those 
variables are most probably random. 






The fourth feature to be examined was whether someone works alone or works with 
others in a company. The t-test for 2 independent samples was performed to check if 
the mean values in the 2 groups perform any statistically significant difference. 
Analyzing the Table 4.3.6, we can see small differences between those who are self-
employed and those who are not, in all the pairs of questions. However, if we interpret 
the results of Table 4.3.7, none of the Asymptotic Significance (2-tailed) p-values, of 
the t-test for Equality of Means, is smaller than 0,05. So, we will accept the null 
hypothesis in all the situations, that the mean score between the two groups is not 
significantly different. 
Table 4.3.6: Self-employed or not group statistics 
 
Table 4.3.7: Self-employed or not independent samples test 
 
Lastly, we examined the results of the two questions for the subscription and transaction 
fee, in order to find out with which subscription packages and transaction costs the B2B 
customers will be satisfied. Descriptive statistics process was used in order to analyze 
these data. The results are presented in the Table 4.3.8. 
The minimum and maximum values of both variables are 1 and 3 respectively. For the 
“Subscription fee” question the mean value is 2,53 and the standard deviation 0,599. It 
Group Statistics 
 Selfemployed or not N Mean Std. Deviation 
Willingness to use Megalono 
1 19 4,47 ,612 
2 21 4,29 ,902 
Subscriprion fee 
1 19 2,63 ,496 
2 21 2,43 ,676 
Transaction fee 
1 19 2,16 ,375 






means that based on the mean value, the suitable subscription fee for professionals 
would be 43,25 euro [(2,53-2) *(55-30) +30]. For the “Transaction fee question” the 
mean value is 2,30 and the standard deviation is 0,564. It means that based on the mean 
value, the suitable transaction fee for professionals would be 9% [(2,30-2) *(12,5-7,5) 
+7,5] for each transaction. 
Table 4.3.8: Descriptive statistics about subscription and transaction fees 
 
4.3.5.2 Statistical Analysis of the data for Consumers 
The three main questions on which the statistical analysis for consumers was based are 
the ones that interest the company the most. These are how satisfied the consumer 
would be with an application like Megalono, how often he would use the app and how 
much he would be willing to spend on a monthly basis to purchase services through the 
application. 
It is very important to present which variables were coded with what, in order the data 
to be quantitative. 
So, for the question “Megalono app would fully meet my needs for home care services” 
the answers were coded as follows: Totally Disagree (1), Disagree (2), Neither Agree 
nor Disagree (3), Agree (4), Totally Agree (5). 
For the question “How often would you use Megalono app?” the answers were coded 
as follows: Never (1), 1 per month (2), 1-2 per week (3), 3-6 per week (4), Every day 
(5). 
For the question “How much money would you spend per month to purchase services 
on an app like Megalono?” the answers were coded as follows: 0-50 euro (1), 50-100 
euro (2), 100-200 euro (3), 200-300 euro (4), More than 300 euro (5). 
For the Gender the answers were coded as follows: Male (1), Female (2). 
For the Age group the answers were coded as follows: 19-29 years old (1), 30-45 years 
old (2), 46-65 years old (3), 65+ years old (4) 
Descriptive Statistics 
 N Minimum Maximum Mean Std. Deviation 
Subscriprion fee 40 1 3 2,53 ,599 
Transaction fee 40 1 3 2,30 ,564 






For the Education level the answers were coded as follows: Primary School (1), 
Gymnasium (2), High School (3), University (4), MSc (5), PhD (6). 
For the Income level the answers were coded as follows: 0-400 euro (1), 400-700 euro 
(2), 700-1000 euro (3), 1000-1300 euro (4), More than 1300 euro (5). 
It can also be assumed that for all the statistical tests, the level of significance will be 
0,05. 
First of all, a normality test was conducted in order to check if the data which will be 
used in the statistical analysis, follow the normal distribution. As it is presented in the 
Table 4.3.9, the Asymptotic Significance (Two-tailed) p-value of the Kolmogorov-
Smirnov and Shapiro-Wilk tests is below 0,05, which means that:  
➢ The null hypothesis “H0: There is no statistically significant difference between 
the distribution of values from the normal distribution”, is rejected, meaning 
that none of our data follows the normal distribution. 
➢ Non-parametric tests will be conducted in order correlations and statistical 
significances to be found. 
Table 4.3.9: Normality test 
 
The Table 4.3.10 and Table 4.3.11 refer to the participants’ gender (grouping variable). 
The t-test for 2 independent samples was performed to check if the mean values in the 
2 gender groups perform any statistically significant difference. To tell the truth, the 
results of this test was not expected to give so many statistically significant differences. 
From the Table 4.3.10, we can conclude that males have a slightly higher mean value 
than females, in all 3 questions. To see if these differences are statistically significant, 
we will look at the Table 4.3.11.  
Tests of Normality 
 Kolmogorov-Smirnova Shapiro-Wilk 
Statistic df Sig. Statistic df Sig. 
Satisfaction ,265 81 ,000 ,757 81 ,000 
How often ,257 81 ,000 ,792 81 ,000 
Money per month ,229 81 ,000 ,870 81 ,000 
Gender ,356 81 ,000 ,635 81 ,000 
Age ,300 81 ,000 ,842 81 ,000 
Education ,245 81 ,000 ,875 81 ,000 






For the question “Megalono app would fully meet my needs for home care services” 
we cannot assume that the variances are equal, because at the Levene's test for equality 
of variances, the significance (Two-tailed) p-value=0.02<0,05. So, we reject the null 
hypothesis and accept the alternative hypothesis which is that the two distributions are 
significantly different. For this reason, we will read the second line of this table. The 
Asymptotic Significance (Two-tailed) p-value=0,028<0,05, so, we will reject the null 
hypothesis and accept the alternative hypothesis, that the mean score between the two 
gender groups is significantly different. Interpreting this result, gender plays a key role 
in how satisfied the participants would be with the application we want to create. Due 
to the fact that males have a 0,554 higher mean than females, we can conclude that they 
would be more satisfied than females. 
For the “How often would you use Megalono?” question we can assume that the 
variances are approximately equal, because at the Levene's test for equality of 
variances, the significance (Two-tailed) p-value=0.512>0,05. So, we accept the null 
hypothesis that the two distributions are not significantly different. For this reason, we 
will read the first line of this table. The Asymptotic Significance (Two-tailed) p-
value=0,003<0,05, so, we will reject the null hypothesis and accept the alternative 
hypothesis, that the mean score between the two gender groups is significantly 
different. Interpreting this result, gender plays a key role on how often the participants 
would use the Megalono app. Due to the fact that males have a 0,497 higher mean than 
females, we can conclude that they would use the application more often than females. 
For the question “How much money would you spend per month to purchase services 
on an app like Megalono?” we cannot assume that the variances are equal, because at 
the Levene's test for equality of variances, the significance (Two-tailed) p-
value=0.00<0,05. So, we reject the null hypothesis and accept the alternative hypothesis 
which is that the two distributions are significantly different. For this reason, we will 
read the second line of this table. The Asymptotic Significance (Two-tailed) p-
value=0,00<0,05, so, we will reject the null hypothesis and accept the alternative 
hypothesis, that the mean score between the two gender groups is significantly 
different. Interpreting this result, gender plays a key role on how much money the 
participants would spend in order to buy services from the application. Actually, the 
mean difference in this case is slightly big (1,439), which means that males would spend 





Table 4.3.10: Gender group statistics 
 
Table 4.3.11: Gender independent samples test 
 
The second feature which was examined was the Age Group. A Spearman's rank-order 
correlation was run to determine the relationship between the Age group with 3 of the 
questionnaire questions. The results are presented in the Table 4.3.12. 
For the question “Megalono app would fully meet my needs for home care services”, 
the Spearman’s Correlation Coefficient is rs =0,346, meaning that there is a medium-
strong, positive correlation between them, and the Asymptotic Significance (2-tailed) 
p-value= 0.002<0.05, meaning that this correlation is statistically significant. We reject 
the null hypothesis and accept the alternative hypothesis that “Megalono app would 
fully meet my needs for home care services” is correlated to “Age Group”. Interpreting 
this result, we can conclude that age group plays a key role in how satisfied the 
consumers are from an application like Megalono. Due to the fact that there is a positive 
correlation we can state that the older someone of the participants is, the more satisfied 
would be from Megalono app. 
Concerning the question “How often would you use Megalono?”, the Spearman’s 
Correlation Coefficient is rs =0,170, meaning that there is a weak, positive correlation 
Group Statistics 
 Gender N Mean Std. Deviation Std. Error Mean 
Satisfaction 
1 38 4,37 ,852 ,138 
2 43 3,81 1,350 ,206 
How often 
1 38 3,47 ,557 ,090 
2 43 2,98 ,859 ,131 
Money per month 
1 38 3,97 ,915 ,148 






between them, and the Asymptotic Significance (2-tailed) p-value= 0.129>0.05, 
meaning that this correlation is not statistically significant. We accept the null 
hypothesis that “How often would you use Megalono?” is not correlated to “Age 
Group”, so the data are not statistically significant. Therefore, the difference between 
the two variables is most probably random. 
Concerning the question “How much money would you spend per month to purchase 
services on an app like Megalono?”, the Spearman’s Correlation Coefficient is rs 
=0,154, meaning that there is a weak, positive correlation between them, and the 
Asymptotic Significance (2-tailed) p-value= 0.170>0.05, meaning that this correlation 
is not statistically significant. We accept the null hypothesis that “How much money 
would you spend per month to purchase services on an app like Megalono?” is not 
correlated to “Age Group”, so the data are not statistically significant. Therefore, the 
difference between the two variables is most probably random. 
There are also some very important features which arrive by analyzing the Table 4.3.12. 
By looking at the correlation between the level of satisfaction of the consumers and 
how often they would use the application, we can draw the following conclusions. Τhe 
Spearman’s Correlation Coefficient is rs =0,439, meaning that there is a strong, positive 
correlation between them, and the Asymptotic Significance (2-tailed) p-value= 
0.00<0.05, meaning that this correlation is statistically significant. We reject the null 
hypothesis and accept the alternative hypothesis, that the frequency with which 
consumers would use the application is correlated to the level of their satisfaction with 
the application. Due to the positive correlation, we can say that the more satisfied 
someone of the participants is, the more frequent he would use the application. 
One other important correlation we can conclude, is the one between the consumer’s 
satisfaction level and the amount of money they would spend to buy services through 
the app. Τhe Spearman’s Correlation Coefficient is rs =0,519, meaning that there is a 
strong, positive correlation between them, and the Asymptotic Significance (2-tailed) 
p-value= 0.00<0.05, meaning that this correlation is statistically significant. We reject 
the null hypothesis and accept the alternative hypothesis, that the money which would 
be spent by the consumers in order to buy services is correlated to the level of their 





more satisfied someone of the participants is, the more money he would spend to the 
application. 
The last thing we can conclude from the Table 4.3.12 is the correlation between the 
money someone would spend in order to buy services and the frequency he would use 
the application. Τhe Spearman’s Correlation Coefficient is rs =0,692, meaning that 
there is a very strong, positive correlation between them, and the Asymptotic 
Significance (2-tailed) p-value= 0.00<0.05, meaning that this correlation is statistically 
significant. We reject the null hypothesis and accept the alternative hypothesis, that the 
frequency with which someone would use the application is correlated to the money he 
would spend in order to buy services. Due to the positive correlation, we can say that 
the more frequent someone would use Megalono app, the more money he would spend.   
Table 4.3.12: Age group correlations 
 
The next feature to be examined is the Educational level of the consumers. A 
Spearman's rank-order correlation was run to determine the relationship between the 
level of education with 3 of the questionnaire questions. The results are presented in 
the Table 4.3.13. 
Concerning the question “Megalono app would fully meet my needs for home care 
services”, the Spearman’s Correlation Coefficient is rs =0,176, meaning that there is a 
weak, positive correlation between them, and the Asymptotic Significance (2-tailed) p-
value= 0.117>0.05, meaning that this correlation is not statistically significant. We 
accept the null hypothesis that “Megalono app would fully meet my needs for home 





significant. Therefore, the difference between the two variables is most probably 
random. 
Concerning the question “How often would you use Megalono?”, the Spearman’s 
Correlation Coefficient is rs =0,235, meaning that there is a weak, positive correlation 
between them, and the Asymptotic Significance (2-tailed) p-value= 0.035<0.05, 
meaning that this correlation is statistically significant. We reject the null hypothesis 
and accept the alternative hypothesis, that “How often would you use Megalono?” is 
correlated to their “Educational level”. Taking into account the positive correlation, we 
can conclude that the higher education someone has, the more frequent he would use 
the application. 
Concerning the question “How much money would you spend per month to purchase 
services on an app like Megalono?”, the Spearman’s Correlation Coefficient is rs 
=0,211, meaning that there is a weak, positive correlation between them, and the 
Asymptotic Significance (2-tailed) p-value= 0.059>0.05, meaning that this correlation 
is not statistically significant. We accept the null hypothesis that “How much money 
would you spend per month to purchase services on an app like Megalono?” is not 
correlated to their “Educational level”, so, the data are not statistically significant. 
Therefore, the difference between the two variables is most probably random. 
Table 4.3.13: Educational level correlations 
 
The last feature which was examined is the Income level of the participants. A 
Spearman's rank-order correlation was run to determine the relationship between the 
income level of the participants with 3 of the questionnaire questions. The results are 
presented in the Table 4.3.14. 
For the “Megalono app would fully meet my needs for home care services” question, 
the Spearman’s Correlation Coefficient is rs =0,275, meaning that there is a weak, 
positive correlation between them, and the Asymptotic Significance (2-tailed) p-value= 





hypothesis and accept the alternative hypothesis, that “Megalono app would fully meet 
my needs for home care services” is correlated to “Educational level”. To explain that, 
taking into account the positive correlation, we can conclude that the higher the income 
of the participant, the more the app would meet his needs. 
Concerning the question “How often would you use Megalono?”, the Spearman’s 
Correlation Coefficient is rs =0,385, meaning that there is a medium, positive 
correlation between them, and the Asymptotic Significance (2-tailed) p-value= 
0.00<0.05, meaning that this correlation is statistically significant. We reject the null 
hypothesis and accept the alternative hypothesis, that “How often would you use 
Megalono?” is correlated to the “Income level”. Taking into account the positive 
correlation, we can conclude that the higher the income of the participant, the more 
frequent he will use the application. 
Concerning the last question “How much money would you spend per month to 
purchase services on an app like Megalono?”, the Spearman’s Correlation Coefficient 
is rs =0,456, meaning that there is a medium-high, positive correlation between them, 
and the Asymptotic Significance (2-tailed) p-value= 0.00<0.05, meaning that this 
correlation is statistically significant. We reject the null hypothesis and accept the 
alternative hypothesis, that “How much money would you spend per month to purchase 
services on an app like Megalono?” is correlated to the “Income level”. Taking into 
account the positive correlation here, we can conclude that the higher the income of the 
participant, the more money he would spend to buy services, which is admittedly 
normal. 








4.3.6 Market Analysis Conclusions 
This section describes the most important conclusions that the company can draw, after 
the visual interpretation of the results of the questionnaire and the statistical analysis, 
which are listed below. 
➢ Both professionals and consumers are extremely positive with the probability 
of constructing such an innovative application, which will introduce a new 
market inside the long-term care market. 
➢ The app features that differentiate Megalono from the competition, seem to be 
very important for both consumers and professionals, enhancing the 
comparative advantage of the company.  
➢ We are justified by the decision to build a mobile application, as the mobile 
phone seems to be the most widely used electronic device for connecting to the 
internet. 
➢ The app section with the most demand and supply is the healthcare section 
followed by the cleaning care section. So, our main competitors will be those 
who offer healthcare services. 
➢ None of the respondents mentioned to use any of our competitor’s applications 
or websites. 
➢ Considering the professional’s answers and the needs of the company, we will 
set as a basic monthly subscription fee the 50 euros and as a basic transaction 
fee the 10%. 
➢ Concerning the ideal B2B customers, what we can conclude after the statistical 
analysis is that relatively old, male professionals, seem to be the ones who 
would give the largest percentage of their profits to the company. 
➢ Concerning the ideal B2C customers, what we can conclude is that gender, age, 
educational level and income level affect consumer satisfaction with the 
application, the money they would give and the frequency they would use the 
application. Summing up all this, relatively old men, highly educated and well 







5 Industry Analysis 
5.1 Competitor Analysis 
Our app ‘Megalono’ is quite innovative. Although we can safely say that there are some 
competitors that have appeared recently in Greece. In fact, there is no application at the 
moment in the App Store or the Play Store operating in Greece, for the care of the 
elderly at home. Our competitors are some websites to which customers have access 
only through web browsers, and do not exist as mobile applications. 
To this point it is very important to refer to the rapid growth of the market. At the 
beginning of this dissertation, when the idea was raised and a market research was done 
so that there was no such thing, the competition seemed to be very small. There were 
only a few web pages that hosted ads on a non-profit basis with details of people helping 
the elderly at home. If the competition analysis was done then it would be completely 
different from what it is after five months. With the growth of e-commerce and e-
services due to the Covid-19 pandemic crisis, competitors have been upgraded and are 
now using techniques to make money from the services market. 
We can consider as our main competitors the following: 
1. Nanuka Greece 
Nanuka Greece is a website for finding caregivers for both children and the elderly 
at home. There is also the possibility of finding house cleaners and teachers for 
children. In the field we are interested in, that is, in the care of the elderly, there are 
a total of 111 ads of people, mainly domestic helpers. As far as the charges of both 
professionals and individuals looking for services are concerned, communication 
between them requires the premium subscription packages to the website. It is 25 
euros per month for the professionals and 35 euros per month for those seeking for 
home services. With premium packages, all communication elements are unlocked 
and both sides can communicate with each other. 
2. Grandmama 
Grandmama is a website that helps in finding a caregiver for the elderly at home. 





fairly large number. Those looking for caregiver services can only have them if they 
pay a premium subscription. There are 5 subscription packages, from 15 to 200 
euros per month. The benefits of each subscription vary depending on each 
subscription. In the cheapest subscription, all profiles with the contact details of all 
service providers are unlocked, and you can choose and contact whoever suits you. 
In the most expensive subscription, grandmama consultant undertakes to find you 
a caregiver with an assignment order and to replace him for free in any case you 
need. 
3. Frontida 
Frontida is a website that helps to find caregivers, nurses and doctors for help at 
home, both for the elderly and for people with any form of disability. Customers do 
not have the option of choosing the professional who will offer the services at home. 
Moreover, there is no list of service providers. The only way to get medical or 
nursing care through the website is through monthly premium programs. The two 
monthly packages provided by the website cost 260 and 360 euros per month, with 
the corresponding services. In essence, the company is the one that selects the 
professionals who will provide the services through its cooperation with hospitals, 
clinics and specialized doctors. 
As secondary competitors we can consider some large nursing homes that are mainly 
located in the major cities of the country, have a large capacity and have a dynamic 
presence via the internet. We recognize them as secondary because they are also active 
in long-term care market but they provide their services only in the nursing homes. 
These nursing home provide comprehensive care for the elderly around the clock but 
at a higher cost. Many food delivery applications like “efood” or “delivery.gr” can also 
be considered as secondary competitors because although they are not exclusively for 









5.2 Competition Analysis 
Table 5.1: Competition Analysis table 
Company Megalono Nanuka Grandmama Frontida 
Type of 
platform 
❖ Mobile App 
❖ Website 



































❖ Choosing the 
professional 
❖ Reviews 
❖ Choosing the 
professional 




❖ Choosing the 
professional 




















fee 25€ per 
month 
❖ Subscription 





❖ Free ❖ Subscription 
fee 35€ per 
month 
❖ Subscription 










5.3 Competitive Advantage 
In this chapter it is very important to talk about what differentiates "Megalono" from 
the existing competition, and what makes it so special that will attract both competitors' 
customers and people who have never used something like this before.  
A very important advantage of "Megalono" is located in the type of platform that will 
provide the services. Compared to the rest of the competition that uses websites to offer 
its services, “Megalono" will use a mobile phone application as the main means of 
providing services. Of course, a web page will be also created in case someone wants 
to browse through the computer. However, through the mobile application, the 
consumer can reach the accomplishment of the purchase with much less clicks. In 
addition, it is much easier to keep the consumers and the service providers in touch with 
the app continuously through the notification section. Ιn this way also, the users of the 
application will be constantly informed about the mobility observed in their profile, 
about deadlines and subscriptions that expire, and about the available updates of the 
application. 
Another very important advantage of "Megalono" is that in addition to the care of nurses 
and doctors provided by competitors, it offers many more services for those interested. 
These services can be beauticians, food service, delivery of products and medicines and 
much more. What "Megalono" will achieve is that consumers will be able to find all 
these services in one application and will not have to use different pages or applications 
for their medical care, food and aesthetic care. This saves time, money and with the 
growing familiarity of the user, a dependency relationship will be developed with the 
application. 
Great emphasis was placed on the construction of the revenue streams of the 
application, both for professionals and for consumers. As far as consumers are 
concerned, they will not incur any additional financial fees for the use of the 
application. They will pay the service providers directly and the application has nothing 
to do with the price of the services of each professional. This gives a great advantage 
to the application against competitors, who do not provide any service without charging 
the consumers. 
As for professionals, the company uses two different revenue streams and dynamic 





dο not sell products, will be paying a monthly subscription fee, so that their ad will be 
in the application, with the first month being free. Those who sell products will be 
charged a transaction fee, for each transaction, after the first 15 which will be free. 
There will also be the possibility of advertising three professionals in each service 
sector, either with a 10€ per day for those charged with subscription fee or with a 10% 
higher percentage on each transaction, depending on their type of services. In addition, 
the professionals with the highest scores through the reviews will appear higher in the 
lists. All these combined, create a very competitive environment where the more 























6 Management plan 
6.1 Management and Organization  
Graph 6.1: Management Plan 
 
❖ CEO (founder): The position of CEO in the company is held by the founder of 
the company. He has passion, courage and intensity. He is ready to make any 
necessary changes so as to make the company even more profitable. With a 
management background, he has a strong knowledge of many industries and he 
knows when to take risks and when to withdraw. He was born a leader and that’s 
why he always expects the best results and he gets them. 
❖ Financial Manager: The company will hire an experienced and chartered 
accountant to provide and prepare all the financial reporting requirements of the 
company. He will be the one who brings us to earth, when he tells us how much 
our idea costs. Without him the company would not even exist. Organizational, 
typical, smart, our economical mind will try to make our company profitable 
and he’ll be always trying to make the best deals, so as to have a growth in our 
economics.  
❖ Marketing Manager: The company will hire an experienced marketing manager 
who will be the promoter of our idea. A hardworking and data-oriented person 














can change a product and make it viral. Our marketeer will be responsible to 
turn the customers into fans of the application. 
❖ Software Engineer: The company will hire two experienced software engineers 
who will deal with the constant optimization of the platform and will offer 
technical support to customers by resolving any question or malfunction. Due 
to the fact that the company is based on an electronic application, their work is 
extremely important, so, we will pay special attention to the selection of the best 
employees for this sector.  
6.2 Operations 
❖ Production technics and costs 
As an online business, we won’t have any production cost.  
❖ Quality control 
Through the reviews and the feedback from our costumers we will be able to adjust to 
their needs, correct any errors and keep trying to satisfy them with a great experience 
of our services.  
❖ Customer service 
The customer service will be available 24/7 for the best user experience. Customers 
will have the opportunity to contact as via e-mail, phone call, and messaging on our 
social media or on our app. Also, we will have a Frequently Asked Questions section, 
to help our customers find answers about their concerns. 
❖ Inventory control 
Each professional that we are collaborating with, is in charge of the inventory control. 
Although, as a business which wants to offer the best user experience, we have to be 
very careful about the choice of the retailers. For example, if they have products in 
stock, or if they actually deliver the products which are sold through our app. 
Everyone in our team will be properly skilled, experienced, and educated about the role 
they will have in our company. As a digital company, we know that the most important 
sector is our team. This is the reason why we will choose our team wisely. From our 
financial analyst to our marketing analyst, everyone will be educated and experienced 





6.3 Strategies and Goals 
Megalono has studied in detail the strategy to be followed, having analyzed the 
strengths and weaknesses of the internal environment and the opportunities presented 
to them as well as the threats to the external environment. In this context, it wants to 
make the most of all the opportunities so that it has the comparative advantage over its 
competitors and responds effectively to any possible change in the industry.  
6.3.1 Actions 
➢ Megalono will discover content through Outbrain to amplify some of its own 
high-quality editorial content that will highlight how the app could help older 
people in their daily life. 
➢ The content will have strong call-to-action prompts that will help to boost our 
conversions through our app. 
➢ Megalono content will amplify on a PPC basis, recommending the content to 
users who were most likely to be interested in. 
➢ Only users accessing content through their I-Phones will delight the unique 
design of iOS app. 
➢ All content will be mobile-optimized and headlines will be targeted. 
➢ Users clicking on this content will already have interest in. understanding more 
about our app and therefore they will be more highly targeted. 
➢ Using our first-party data we will create a retargeting campaign about the users 
that will download but not use the app until then. 
➢ Set up an XML feeds and application programming interface (API’s) to serve 
the most relevant ad version for each user of our app, using Demand Side 
Platforms (DSP). 
➢ We are not going to focus only in digital marketing, but also in traditional 
marketing techniques.  
6.3.2 Goals 
➢ 15% of users visiting elderly care Category in Appstore/Play store will finally 
download Megalono App. 
➢ Outbrain will deliver more than 10.000 click in our content the first 3 months. 





➢ 40% of users will finally start using our services as a result of our retargeting 
strategy. 
➢ Lowing advertising cost and costs per acquisition (CPA), by serving highly 
relevant ads to each user. This will help to generate higher conversions and 
higher average spend. 
➢ Product listing activity in order to increase overall orders by 20% for every 
month, for the first 4 months 
➢ Product listing activity app will be so efficient that it will lead to ‘cost of sale’ 
in line with the brand’s activity 
➢ CPC across the first six months will tend to reduce at a very low rate (and as a 
result of higher quality score that we will receive in Google Ad app campaigns) 





















7 Company Services 
At this point, we should define that Megalono through the app will give you the 
opportunity to: 
➢ Find, contact and book appointments with healthcare professionals (doctors, 
nurses, caregivers) 
➢ Find, contact and book appointments with specialized beauticians  
➢ Find, contact and book appointments with house cleaners 
➢ Order delivery food 
➢ Order daily goods from Supermarkets  
➢ Order medicines and orthopedic items 
Also, that dynamic app will keep ratings, comments and image galleries from the use 
of that kind of services from all the users and that will give the competitive advantage 
to this app because it will inform the potential users directly about the kind of products 
and services of each shop in a daily basis. Users should also be encouraged to share 
their kind of experience and those users with the most creative and detailed reviews, 
will gain coupons to use them in the app to arrange their next appointments or shops. 
In addition, online payment will be feasible, even for medical or cosmetic services. 
We should take into account the architecture of the app and its usability. On that point, 
we have to create the followings: 
❖ Mobile Information Structure 
❖ App Layout 
❖ Adaptive Views 
Moreover, this app will have its own components and interactions.  
❖ Animations 
❖ UI controls 
❖ Fields and Forms  
❖ Common Patterns 
❖ Notifications. 
Furthermore, every app should have their own unique and creative kind of visual 










The extensions and resources are very important this app because that point can give to 
this app a competitive advantage against the competitive apps. So, innovative and 
unique keyboard (different for Android and iOS), explore and design the perfect sizing 
for that app and also make a lot of resources available. 





Summing up, the key point is when we are piecing all that points together and that make 
us move further on what we are going to build. On this app we will use HTML, CSS 
and Java for both Android and iOS, to create a dynamic and extraordinary app. It is 
very crucial, when we will merge all that step to build an app that will have cohesion 
and connectivity among their capabilities. Megalono app will be available in Android 
and iOS form. 
7.1 Megalono App 
For the creation of the visual parts of our app, Build Fire platform was used, a very 
powerful tool for building applications. This platform has a two-week trial version, 
where many of the tool's features are locked. However, the application that was built 






Here, we have the home screen of our app. The encouraging and happy logo of the 
company in combination with the beautiful colors of the images that follow, promise to 
keep the users of the application smiling.  
By clicking on each of the 6 images on the home page, you are redirected to the section 
of the application, where the services depicted in the photos are offered by professionals 





   
   
When the app user is moved to one of the above areas of the application, the next step 
is to click on the icon that will redirect him to the list of service providers. For example, 
in the area of Healthcare, there is the extension "Healthcare Professionals". There 





    
When after a research, the consumer selects the service provider, by clicking on his 
icon, his contact details, details about the services he offers and ways of communication 






At the right top of the app, there is a symbol which activates the side menu. By opening 
this menu, the user has to choose between the following options: 
➢ Login 
➢ About us 
➢ Contact us 
➢ Follow us on Facebook 
➢ Notifications 
➢ App Settings 
 
By pressing the Login button, the user can log in to his personal account. We should 
mention that our app gives the opportunity to the user to firstly register and then with a 
simple log in to visit their personal account where it can provide us with useful 
information about them and their preferences. That kind of data, in the long term, will 
be exploited by our app to provide personalized add and price strategy to every user. 
Furthermore, for users using iOS they can sign in with their apple credentials. For 





platform we should build our potential customer list and categorize them based on their 
kind of interests. 
 
By clicking on "About us" the user can learn information about the company and 





   
With the “Follow us on Facebook” button, the user is transferred directly to our 
company Facebook profile. It would be legitimate for the firm to has high engagement 
with the consumer through the social media from the uploading of useful and interesting 
content. Furthermore, the user can activate the notifications of the application and select 











8 Marketing plan 
8.1 Marketing Strategy 
Megalono’s goal is to make a large network, where older adults and professionals who 
work in their care, will have the ability to communicate, so as to make this market even 
better. The elderly would have the opportunity to find the best services for them and 
their home, and the professionals will have the ability to advertise in a big platform, to 
show their services and to grow their network. Both of them would communicate in an 
easy and user-friendly way, without spending much time and money.  
8.1.1 Social Media 
We will create company profiles on various social media, in order to strengthen the 
relationship not only between the company and the customers, but also the relationships 
between the customers themselves. Useful and engaging content will be uploaded in 
daily basis. In this way we will keep the customers in touch, motivating them to interact 
with the company, to support and spread our ideas and beliefs, and to use the application 
as often as possible. 
8.1.2 Pricing Policy 
Moreover, the pricing policy will be a big advantage, because those looking for services 
would pay no subscription or transaction fee to the company. When they book an 
appointment or buy products, they pay exactly the price indicated without being 
charged extra and the money goes straight to the service provider. On the other hand. 
the professionals would pay either a small subscription fee in order to have a profile in 
our app or a logical amount transaction fee, depending on the service they provide. 
8.1.3 Advertising Platforms 
We are going to use the same ad platforms for our clients, except from LinkedIn that is 
going to be used only for our B2B clients. We are going to advertise our app on 
Facebook, Instagram, YouTube, Google, Tik Tok, Email Marketing, LinkedIn (B2B). 
Our ads content will be different, because we have two different clients. For our B2C 
clients we are going to point out how important is to have an app like that, because it 





going to highlight that though this app, they will advertise their services in a very good 
way through our dynamic models and the customers will find them easily. 
8.1.4 Events 
❖ We will participate in startup events like OKTHESS, so as to promote our app 
and to make it well-known. Make venture capitals will be there and it is 
important to show our app to these people. Also, experts from tech industries 
are going to be there and we can take advises from them and to gain more 
knowledge.  
❖ We are going to create outdoor events in collaboration with charitable NGO’s 
like “Caritas Hellas”, where many activities will take place. This action will be 
advertised on social media and a video of the event will be created and then 
advertised. 
8.1.5 Word of mouth 
Our B2B clients are going to talk to their clients for our app and also post about it on 
their social media. This old-fashioned way of advertising is one of the most efficient, 
because a trusted healthcare professional or caregiver is going to influence their clients 
in a good way. That will lead to a download of own app.  
8.2 Marketing Mix 
Marketing mix is described as a collection of controllable marketing tools that the 
company uses to generate the desired response in the target market. These tools are 







Graph 8.2: The 4Ps of Marketing Mix 
❖ Product: It is a product or service designed to fulfill the desires and expectations 
of the client. In order to successfully sell a product or service, it is necessary to 
recognize what makes it different from competing products or services. It is also 
necessary to decide if other products or services can be placed on the market in 
combination with it. 
❖ Price: The sale price of the product represents what buyers are able to pay for 
it. Marketing experts need to consider the costs of research and production, 
processing, marketing and distribution that are also known as cost-based 
pricing. Pricing based primarily on the perceived quality or value of customers 
is known as value-based pricing. 
❖ Place: It is important to consider the type of product sold when determining the 
distribution areas. Basic consumer products are usually available in many stores 
compared to premium ones, which are usually only available in selected stores. 
The other consideration is whether to place a product in a physical store, online, 
or both. 
❖ Promotion: The way the company communicates with consumers. They usually 
are advertisements, sales promotion, personal selling, and public relations, used 








Taking into account the “4Ps of Marketing Mix” theory, the following table with the 
company’s marketing mix arrives: 
Table 8.2: 4Ps of Marketing Mix 
Megalono’s Marketing Mix 
❖ Product The only product of the company is the 
application “Megalono” and the website 
which accompanies it. The basic idea of the 
app creation is to function as a link between 
the elderly people who are looking for 
home services and the professionals who 
can provide these services.  
Compared to competitors, we are the only 
ones who have created a mobile application 
which is also easy to use. In addition, we 
offer options for professional selection, 
professional evaluation, online payment, 
electronically scheduled appointments, and 
we combine all the possible home services 
that an elderly person would be looking for, 
in one application. Last but not least, 
Megalono is the only one elderly care app 
which does not receive commission from 
consumers. 
❖ Price Concerning the price of product, we should 
take into account the production cost and 
the value we offer. Due to the fact that we 
are a completely online company, we do 
not have any production costs.  
The company has two types of customers, 
B2B and B2C. For B2C customers the app 
and its features will be completely for free 





competitive in a market where all the others 
receive commission from the consumers. 
For B2B customers we offer dynamic 
payment models which have been 
constructed based on the professional’s 
preference results we gathered, through the 
market research we conducted. 
❖ Place As a mobile app, Megalono cannot be sold 
in any physical stores, but only on online 
application stores. It is available for any 
type of mobile software (iOS, Android) and 
can be downloaded for free. 
Anyone around the world can download 
the app, but at least for a start, our B2B 
customers will be professionals with 
activity in Greece. 
❖ Promotion To promote the application, we will use 
different forms of advertising through 
social media and television, because the 
application is aimed at older people who, 
admittedly, watch TV for several hours a 
day. We strive to have creative and 
engaging ads, that’s why we will hire a 
high-level marketeer. 
Our marketeer will be also traveling around 
the country every month in order to 







9 Financial plan  
9.1 Assumptions  
Before we start doing the financial forecasting about the company’s cash flow, it is very 
crucial to provide the following assumptions: 
1. It is important to make the hypothesis that the Greek tax system will not change 
for the next 3 years in order to be able to do the financial calculations. The tax 
rate for such businesses nowadays in Greece is 24% of the income (Taxheaven, 
2020). Moreover, in the payroll expenses are combined expenses such as 
employee benefits and state and federal payroll taxes and the tax rate is 
approximately 40% of the gross wages. 
2. One other assumption is that the founder’s family will believe in the idea, and 
the founder of Megalono will be able to provide 40.000 euros to the company, 
for the startup costs. 
3. The entire equity of the company belongs to the founder.  
4. The company's employees will be able to carry out the entire workload of the 
next three years 
5. Every one of the four employees will receive a standard salary of 2.000 €. The 
founder will also receive a standard salary of 2.000 €. The monthly wage 
expense will be 10.000 € (2000*5=10.000). The wage expense for the whole 
year will be 120.000 € (10.000*12=120.000). 
6. Let’s also assume that there will not be any seasonality issue for us, due to the 
fact that elderly care doesn’t changes throughout a year. 
7. We will spend 5.000 € per month on advertising the first 3 months. Then we 
will set a limit of 3.000 for advertising the first year in the ad platforms of our 
preference. The second and the third year we will increase the budget for 
advertising to 4.000 € per month. 
8. We already found a place to set up our business. There are some places in the 
center of Thessaloniki that are intended for renting from small businesses or 
startups. The price is 3.000 € per month and includes water, electricity, 





9. We will have to pay a pre startup cost for our app and website creation. It will 
be a two-month salary for an IT department, depended on their personal selling 
strategy. It will cost about 10.000 €. After that, every year we will pay 2000 € 
more for renewing the app and the website.  
10. There will be also a pre startup cost for the purchase of equipment for the office, 
which includes computers, laptops, furniture and other materials. It will cost 
around 10.000 €. Then, we will need 500 € every month in order to maintain 
and renew them. The next two years, we will spend again 10.000 € each year 
for buying new equipment. 
11. We will also have to pay 2.500 € for the trademark registration. It is calculated 
in the pre startup costs. 
12. Employees and people who work for the company will be paid every month, 
the last one day. 
13. Our marketer, will be the promoter of our idea. He will travel every month in 
different cities around Greece (at least for a start). He will not be paid more for 
this but the whole cost of these business trips will be provided by the company. 
We will set a budget restriction for such a promoting up to 4.000 € per month. 
The next two years with the expectation that we will expand abroad, we will 
increase the budget restriction of this to 5.000 per month. 
14. We will need approximately 500 € every month in order to buy food, drinks 
and that kind of stuff for the office. 
15. We will insurance the company with 2 six-month period insurances every year, 
1.000 € each one. 
16. We will pay before we start, 30 € for the domain purchase and 40 € for hosting 
the domain and the app every month. 
9.2 Revenue Analysis 
Transaction fees 
Our main sources of income will be three. The first one will be a 10% fee for every 
transaction after the 15th one, received from the service providers who are charged with 
transaction fees. Moreover, the service providers who want to be on the top of the list 
in their field, will pay 20% fee for every transaction. With transaction fees will be 





➢ Food catering 
➢ Supermarkets 
➢ Pharmacies and orthopedics products 
In the first month, we expect to have at least 100 service providers in the whole country 
who are charged with transaction fees by the company. We believe that every month 
until the end of the year, this number will be increased about 20 companies. We expect 
also an average of 5 transactions per day for each service provider and an average of 20 
€ per transaction. Every day we will also have at least 3 companies in each one of these 
three services sectors, that pay 20% for every transaction due to the fact that they want 
to be on the top of the list. 
So, for the first month, we will have 15.000 (100*30*5) transactions per month. From 
these transactions, the 1500 (100*15) are for free. The 1350 (3*3*30*5) of them will 
give us 20% fee, and the revenue comes from these transactions is 5.400 € 
(1350*20*0,2). The rest 12.150(15.000-1.500-1.350) transactions will give us 10% fee, 
and the revenue comes from these is 24.300 € (12.150*20*0,1). Our income from the 
transactions will be 29.700 € (5.400+24.3000) for the first month. For the next months, 
the method of calculating revenue from transaction fees will be the same. 
Subscription fees 
The second source of income will be the subscription fees from service providers. With 
subscription fees will be charged the service providers who provide their services on 
the three following sectors: 
➢ Healthcare 
➢ House cleaning 
➢ Beauticians 
When interpersonal relationships between professionals and consumers are developed, 
it makes sense not to use electronic payment. We decided to charge these professionals 
with a monthly subscription fees so that we can make a profit from them as well. 
At this point it is important to mention that for the specific services the consumers will 
also have the opportunity of online payment. The aim is for people to be able to care 
for the elderly who need it even remotely. In this case the company will collect a 





In the first month, we expect to have at least 100 service providers in the whole country 
who are charged with subscription fees by the company. We believe that every month 
until the end of the year, this number will be increased about 20 service providers. Τhe 
first month will be provided free of charge to service providers in order to attract them. 
After the first month, the subscription fee will be about 50 € per month. Every day we 
will have at least 3 companies in every one of the three services sectors, that will pay 
10 € per day in order to be on the top of the lists.  
So, for the first month, we will have no revenue from subscription packages because all 
the service providers will be benefited from the free, trial month. For the second month, 
we will have 120 service providers with subscription fees. However, the 20 of them 
will not pay anything due to the free month. The revenue comes from the subscription 
packages will be 5.000 € (100*50). The revenue comes from those who want to be on 
the top of the list will be 2.700 € (10*3*3*30). So, for the second month the revenue 
comes from the service providers charged with subscription fees will be 7.700 € 
(5.000+2.700). For the next months, the method of calculating revenue from 
subscription fees will be the same. 
Advertising  
The third source of income will be the advertising inside our page. There will be a 
special space in both the application and the website where companies related and 
unrelated to the specific market will be able to be advertised for a fee. As the awareness 
of our company will be increased, the income from advertising will follow the same 
path. We estimate that in the first year, the revenue from the advertisements will be 
5.000 per month. The second year it will be increased about 20% and the third year 
about 25% more.  
So, for the first month the total cash from sales will be 34.700 € (29.700+0+5.000).  









Table 9.1: Total Revenue for 2021 Analysis 







January 29.700 0 5.000 34.700 
February 35.100 7.700 5.000 47.800 
March 40.500 8.700 5.000 54.200 
April 45.900 9.700 5.000 60.600 
May 51.300 10.700 5.000 67.000 
June 56.700 11.700 5.000 73.400 
July 62.100 12.700 5.000 79.800 
August 67.500 13.700 5.000 86.200 
September 72.900 14.700 5.000 92.600 
October 78.300 15.700 5.000 99.000 
November 83.700 16.700 5.000 105.400 
December 89.100 17.700 5.000 111.800 
Total 712.800 139.700 60.000 912.500 
 
For the second and the third year, we will continue our ambitious plan, that every month 
we will gain 20 more service providers charged with transaction fees and 20 more 
service providers charged with subscription fees. So, after the calculations we 
concluded that for the second year, the cash salles that will come from the service 
providers and the advertisements will be about 1.788.000 € and for the third year 
2.765.400 €. 
9.3 Cash Flow Forecasting 
In general, Cash flow is the money that going in and out of a business. A healthy cash 
flow can lead to a successful business and a poor one to a total disaster for the future of 
a business. In order to forecast the future cash flow of a company, we should create a 
cash flow statement. The cash flow statement estimates the money we expect to flow 
in and out of our company, which contains both the income and the expenses (Cash 





Cash flow statement is vital for small businesses or start-ups, but only if this is done 
right. Otherwise, it is time consuming. It can predict some possible shortages or 
surpluses and define if adjustments should be made. In addition, cash flow statement is 
an effective way to prove our ability to repay the loans on time. Moreover, it can predict 
the effects of any changes inside the company, such as hiring or firing staff. 
However, it is true that cash flow statements will never be 100% accurate. This is the 
reason why our decisions cannot be based entirely on this, but we can use it as a tool to 
manage our business’ cash flow. In addition, it would be mandatory to always have an 
extra budget for the unexpected in order to face possible obstacles that will arrive. It is 
also very important to evaluate regularly our profit, comparing it to our forecasting, so 
as to measure the effectiveness of the business plan.  
Cash flow statements in businesses, usually cover a period of 12 months. There is also 
a possibility to create a weekly or a daily cash flow statement. As a startup we will 
create a 12-month cash flow statement, a long-term 3-year cash flow statement, and a 
3-year balance sheet, to confirm that our actions will lead to profit. 
9.4 Cash Flow Statements 
12 Month cash flow 
The company provides the following table in order to thoroughly illustrate how 
earnings before interest & tax are calculated. 
Table 9.2: Megalono’s 12-month Cash Flow Projection 





Jan-21 Feb-21 Mar-21 Apr-21 May-21 Jun-21 
Cash on Hand 
(beginning of 
month) 
  6.130 13.740 34.450 61.560 97.070 138.980 
CASH RECEIPTS 
Cash Sales 0 34.700 47.800 54.200 60.600 67.000 73.400 
Personal cash 
injection 
40.000 0 0 0 0 0 0 
TOTAL CASH 
RECEIPTS 








40.000 40.830 61.540 88.650 122.160 164.070 212.380 




0 10.000 10.000 10.000 10.000 10.000 10.000 
Payroll expenses 
(taxes, etc.) 
0 4.000 4.000 4.000 4.000 4.000 4.000 
Outside services 
(IT) 
10.000 0 0 0 0 0 0 
Supplies (office & 
oper.) 
10.000 0 0 0 0 0 0 
Repairs & 
maintenance 
0 500 500 500 500 500 500 
Advertising 5.000 5.000 5.000 5.000 3.000 3.000 3.000 
Accounting & 
legal 
2.000 0 0 0 0 0 0 
Rent 3.000 3.000 3.000 3.000 3.000 3.000 3.000 
Insurance 1.000 0 0 0 0 0 1.000 
Hosting 70 40 40 40 40 40 40 
Food, drink etc. 0 500 500 500 500 500 500 
Promoting 
traveling 
0 4.000 4.000 4.000 4.000 4.000 4.000 
Trademark 
registration 
2.500 0 0 0 0 0 0 
Miscellaneous 100 50 50 50 50 50 50 
SUBTOTAL 33.670 27.090 27.090 27.090 25.090 25.090 26.090 
Other startup 
costs 
200 0 0 0 0 0 0 
TOTAL CASH 
PAID OUT 
33.870 27.090 27.090 27.090 25.090 25.090 26.090 
Cash Position 
(end of month) 
6.130 13.740 34.450 61.560 97.070 138.980 186.290 
 
 







Cash on Hand 
(beginning of 
month) 
186.290 241.000 302.110 369.620 443.530 523.840 523.840 
CASH RECEIPTS 
Cash Sales 79.800 86.200 92.600 99.000 105.400 111.800 912.500 
Personal cash 
injection 
0 0 0 0 0 0 40.000 
TOTAL CASH 
RECEIPTS 




266.090 327.200 394.710 468.620 548.930 635.640 1.476.340 




10.000 10.000 10.000 10.000 10.000 10.000 120.000 
Payroll expenses 
(taxes, etc.) 
4.000 4.000 4.000 4.000 4.000 4.000 48.000 
Outside services 
(IT) 
0 0 0 0 0 0 10.000 
Supplies (office & 
oper.) 
0 0 0 0 0 0 10.000 
Repairs & 
maintenance 
500 500 500 500 500 500 6.000 
Advertising 3.000 3.000 3.000 3.000 3.000 3.000 47.000 
Accounting & 
legal 
0 0 0 0 0 0 2.000 
Rent 3.000 3.000 3.000 3.000 3.000 3.000 39.000 
Insurance 0 0 0 0 0 0 2.000 
Hosting 40 40 40 40 40 40 550 
Food, drink etc. 500 500 500 500 500 500 6.000 
Promoting 
traveling 
4.000 4.000 4.000 4.000 4.000 4.000 48.000 
Trademark 
registration 
0 0 0 0 0 0 2.500 
Miscellaneous 50 50 50 50 50 50 700 







0 0 0 0 0 0 200 
TOTAL CASH 
PAID OUT 
25.090 25.090 25.090 25.090 25.090 25.090 341.950 
Cash Position 
(end of month) 
241.000 302.110 369.620 443.530 523.840 610.550 1.134.390 
 
3-year profit and loss projection 
The following table depicts the Income Statement of the company for the period 2021-
2023. 
Table 9.3: Megalono’s 3-year Profit and Loss Projection 
Profit and Loss Projection (3 Years)     MEGALONO 
 
2021 % 2022 % 2023 % 
Sales 912.500.000 € 100% 1.788.000 € 100% 2.756.400 € 100% 
Cost/ Goods 
Sold (COGS) 
0 0,00% 0 0,00% 0 0% 
Gross Profit 912.500.000 € 100% 1.788.000 € 100% 2.756.400 € 100% 
Operating Expenses 
Salary  120.000 0,01% 120.000 6,71% 120.000 4,35% 
Payroll (taxes) 48.000 0,01% 48.000 2,68% 48.000 1,74% 
Outside 
Services 
10.000 0,00% 2.000 0,11% 2.000 0,07% 
Supplies (off 
and operation) 
16.000 0,00% 16.000 0,89% 16.000 0,58% 
Repairs/ 
Maintenance 
6.000 0,00% 6.000 0,34% 6.000 0,22% 
Advertising 47.000 0,01% 48.000 2,68% 48.000 1,74% 
Accounting and 
Legal 
2.000 0,00% 2.000 0,11% 2.000 0,07% 
Rent  39.000 0,00% 36.000 2,01% 36.000 1,31% 
Insurance 2.000 0,00% 2.000 0,11% 2.000 0,07% 
Domain, 
Hosting 







48.000 0,01% 60.000 3,36% 60.000 2,18% 
Trademark 
registration 
2.500 0,00% - 0,00% - 0,00% 
Other startup 
costs 
900 0,00% - 0,00% - 0,00% 
Total 
Expenses 
























The diagram below depicts the curves of gross profit, total expenses and net profit in 
relation to time. 
Graph 9.1: 3-year Cash Flow Projection 
 
What we observe from the above diagram is that all three curves have an upward 
tendency. However, the company's gross profit curve is always above that of total 
expenses. This means that the company will present profits per year if everything goes 
according to plan. The net profit curve in the first year is below from the total expenses 
2021 2022 2023
Gross profit 912.500 1.788.000 2.756.400
Total expenses 478.882 687.885 920.301













curve, but it has a positive sign, that indicates again the profits that the company will 
have. It is very important that the gross profit curve increases more sharply compared 
to the total expenses curve, which indicates that the company's net profits will continue 
to increase. 
3-Year Balance Sheet 
The following table depicts the Balance Sheet of the company for the period 2021-
2023. 
Table 9.4: Megalono’s 3 Year Balance Sheet 
3 Year Balance Sheet Megalono 
 
2021 2022 2023 
Assets 
   
Current assets: 
   
Cash 433.618 1.100.115 1.836.099 
Accounts Receivable - - - 
Prepaid expenses - - - 
Inventory - - - 
Total current assets 433.618 1.100.115 1.836.099 
    
Property & Equipment 10.000 10.000 10.000 
Goodwill - - - 





   
Current liabilities: 
   
Accounts Payable - - - 
Accrued expenses - - - 
Unearned revenue - - - 
Total current liabilities - - - 
    
Long-term debt - - 
 
Other long-term liabilities - - - 





    
Owner's Equity 
   
Equity Capital 443.618 1.110.115 1.846.099 
Retained Earnings - - - 
Owner's Equity 443.618 1.110.115 1.846.099 
Total Liabilities & Owner's Equity 443.618 1.110.115 1.846.099 
 
9.5 Scenarios 
In order to prevent possible bankruptcies and to be realistic we should make also at 
least one bad and one good scenario, which will be analyzed in detail, below. 
9.5.1 Bad Scenario 
The bad scenario for Megalono, would be the possibility of not gaining the preference 
of the service providers, which will lead to much smaller profits for us because it is the 
main source of revenue of the company. Of course, if the company lose all the money 
that the founder provided to the company, it would be a very crucial reason to stop the 
business operation.  
Let’s consider the case where we will have approximately 40 service providers with 
transaction fees and 40 service providers with subscription fees, from the first month 
until the end of the first year. This may happen due to the fact that our firm will not 
gain awareness. Some of the service providers may leave and some may join but the 
number will be approximately 80 service providers. Until the 2nd month, all the money 
that the founder provided to the company will have been lost. In this case we will not 
see any difference to the income and it would not be a good choice to receive a loan. It 
would increase our cost, so, we would stop the operation of the business.  
Table 9.5: Bad Scenario 












Cash on Hand 
(beginning of 
month) 






Cash Sales 0 18.500 23.200 23.200 23.200 23.200 23.200 
Personal cash 
injection 
40.000 0 0 0 0 0 0 
TOTAL CASH 
RECEIPTS 




40.000 24.630 20.740 16.850 12.960 11.070 9.180 
CASH PAID OUT 
Gross wages (exact 
withdrawal) 
0 10.000 10.000 10.000 10.000 10.000 10.000 
Payroll expenses 
(taxes, etc.) 
0 4.000 4.000 4.000 4.000 4.000 4.000 
Outside services (IT) 10.000 0 0 0 0 0 0 
Supplies (office & 
oper.) 
10.000 0 0 0 0 0 0 
Repairs & 
maintenance 
0 500 500 500 500 500 500 
Advertising 5.000 5.000 5.000 5.000 3.000 3.000 3.000 
Accounting & legal 2.000 0 0 0 0 0 0 
Rent 3.000 3.000 3.000 3.000 3.000 3.000 3.000 
Insurance 1.000 0 0 0 0 0 1.000 
Hosting 70 40 40 40 40 40 40 
Food, drink etc. 0 500 500 500 500 500 500 
Promoting traveling 0 4.000 4.000 4.000 4.000 4.000 4.000 
Trademark 
registration 
2.500 0 0 0 0 0 0 
Miscellaneous 100 50 50 50 50 50 50 
SUBTOTAL 33.670 27.090 27.090 27.090 25.090 25.090 26.090 
Other startup costs 200 0 0 0 0 0 0 
TOTAL CASH 
PAID OUT 
33.870 27.090 27.090 27.090 25.090 25.090 26.090 
Cash Position (end  
of month) 
6.130 -2.460 -6.350 -10.240 -12.130 -14.020 -16.910 
9.5.2 Good Scenario 
For Megalono every scenario which would provide us more cash sales than the 





would be to expand abroad. That’s why the budget for traveling and promoting after 
the first year will be increased. If we conclude that after the first year, our profit is much 
bigger than we expected, this may happen earlier and with reduced risk. In this case, 
we would use 50% of the surplus in relation to our forecasts, to expand abroad, and the 
remaining 50% would be used to buy a workplace in the city center. One other option 
if we conclude that our income is enough, would be to hire staff in order to help us do 
the work much more productively. 
The following table depicts a good scenario for the company. In this case, the company 
each month will gain 30 additional customers who are charged with monthly 
subscription fees and 30 additional customers who are charged with transaction fees.  
Table 9.6: Good Scenario 










Cash on Hand 
(beginning of 
month) 
  6.130 13.740 37.150 70.160 114.770 168.980 
CASH RECEIPTS 
Cash Sales 0 34.700 50.500 60.100 69.700 79.300 88.900 
Personal cash 
injection 
40.000 0 0 0 0 0 0 
TOTAL CASH 
RECEIPTS 




40.000 40.830 64.240 97.250 139.860 194.070 257.880 
CASH PAID OUT 
Gross wages (exact 
withdrawal) 
0 10.000 10.000 10.000 10.000 10.000 10.000 
Payroll expenses 
(taxes, etc.) 
0 4.000 4.000 4.000 4.000 4.000 4.000 
Outside services (IT) 10.000 0 0 0 0 0 0 
Supplies (office & 
oper.) 







0 500 500 500 500 500 500 
Advertising 5.000 5.000 5.000 5.000 3.000 3.000 3.000 
Accounting & legal 2.000 0 0 0 0 0 0 
Rent 3.000 3.000 3.000 3.000 3.000 3.000 3.000 
Insurance 1.000 0 0 0 0 0 1.000 
Hosting 70 40 40 40 40 40 40 
Food, drink etc. 0 500 500 500 500 500 500 
Promoting traveling 0 4.000 4.000 4.000 4.000 4.000 4.000 
Trademark 
registration 
2.500 0 0 0 0 0 0 
Miscellaneous 100 50 50 50 50 50 50 
SUBTOTAL 33.670 27.090 27.090 27.090 25.090 25.090 26.090 
Other startup costs 200 0 0 0 0 0 0 
TOTAL CASH 
PAID OUT 
33.870 27.090 27.090 27.090 25.090 25.090 26.090 
Cash Position (end 
of month) 
6.130 13.740 37.150 70.160 114.770 168.980 231.790 
 
Cash Flow (12 months)              MEGALONO                               Financial Year Begins 1/1/2021 
 
Jul-21 Aug-21 Sep-21 Oct-21 Nov-21 Dec-21 Total 
Item 
EST 
Cash on Hand 
(beginning of 
month) 
231.790 305.200 388.210 480.820 583.030 694.840 694.840 
CASH RECEIPTS 
Cash Sales 98.500 108.100 117.700 127.300 136.900 146.500 1.118.200 
Personal cash 
injection 
- - - - - - 40.000 
TOTAL CASH 
RECEIPTS 









CASH PAID OUT 
Gross wages (exact 
withdrawal) 
10.000 10.000 10.000 10.000 10.000 10.000 120.000 
Payroll expenses 
(taxes, etc.) 
4.000 4.000 4.000 4.000 4.000 4.000 48.000 
Outside services 
(IT) 
- - - - - - 10.000 
Supplies (office & 
oper.) 
- - - - - - 10.000 
Repairs & 
maintenance 
500 500 500 500 500 500 6.000 
Advertising 3.000 3.000 3.000 3.000 3.000 3.000 47.000 
Accounting & 
legal 
- - - - - - 2.000 
Rent 3.000 3.000 3.000 3.000 3.000 3.000 39.000 
Insurance - - - - - - 2.000 
Hosting 40 40 40 40 40 40 550 
Food, drink etc. 500 500 500 500 500 500 6.000 
Promoting 
traveling 
4.000 4.000 4.000 4.000 4.000 4.000 48.000 
Trademark 
registration 
- - - - - - 2.500 
Miscellaneous 50 50 50 50 50 50 700 
SUBTOTAL 25.090 25.090 25.090 25.090 25.090 25.090 341.750 
Other startup costs - - - - - - 200 
TOTAL CASH 
PAID OUT 
25.090 25.090 25.090 25.090 25.090 25.090 341.950 
Cash Position 
(end of month) 






10 Milestones and Conclusions 
10.1 Milestones 
As far as the company’s milestones are concerned, there are some obligations that must 
be fulfilled in a specific time, based on the business plan. Firstly, the creation of the 
mobile application and the website must have taken place before the start of operation 
of the business, which has been set for January 1. We constantly want to monitor, 
control and adjust our business. That’s why the market research which has already 
started from July 2020, will continue throughout the operation of the company. It is 
very important that the employees of the company have been hired 2 months before the 
start of operation of the company, so that with the training they will receive, they will 
have an excellent knowledge of their work objectives. The workplace as well as the 
necessary equipment should have been committed by December 2020. We also have to 
insure the business before it will operate as well as to register the trademark. By the end 
of the first of the year, we hope to have more than 10.000 app downloads and more than 
430.000 euros net profit. 
10.2 Conclusions 
The purpose of this dissertation was to present the business plan on an innovative idea 
with high growth potential. Summarizing all the important information that appeared 
during the construction of the corporate business plan, we can conclude that the 
foundation of the startup company Megalono, would be a very profitable, 
entrepreneurial idea. Market research results revealed that both our B2B and B2C 
customers are willing to use such an innovative application. From the financial plan, 
very encouraging data emerges, depicting large profits compared to low startup cost.  
Many limitations had to be faced during the pandemic crisis of Covid-19 in order this 
thesis to be completed. The lockdown we had to deal with, prevented the possibility of 
meetings with physical presence. That’s why I would propose for a further study, a 
more in-depth analysis of the market, using the interview method, in order to investigate 
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Questionnaire for Professionals 
Χρησιμότητα της εφαρμογής "Megalono" για 
επαγγελματίες που ασχολούνται με την φροντίδα 
ηλικιωμένων στο σπίτι 
Το συγκεκριμένο ερωτηματολόγιο χρησιμοποιείται για ακαδημαϊκούς σκοπούς και αποτελεί 
μέρος διπλωματικής έρευνας του μεταπτυχιακού προγράμματος e-Business & Digital 
Marketing, του Διεθνούς Πανεπιστημίου της Ελλάδος.  
Σκοπός της έρευνας είναι να εξετασθεί η χρησιμότητα του "Megalono", μιας εφαρμογής που 
θα δίνει τη δυνατότητα πραγματοποίησης αγοροπωλησιών, όλων των πιθανών υπηρεσιών 
φροντίδας στο σπίτι που χρειάζεται κάποιος ηλικιωμένος άνθρωπος. Το συγκριτικό 
πλεονέκτημα του "Megalono" για τους επαγγελματίες είναι ότι παρέχονται δυναμικά μοντέλα 
πληρωμής που επιτρέπουν την διαφήμιση των υπηρεσιών τους καθώς και σύστημα 
αξιολόγησης και ανάδειξης του κάθε επαγγελματία.  
Το παρόν ερωτηματολόγιο απευθύνεται μόνο σε επαγγελματίες η άτομα που επί πληρωμή 
ασχολούνται με την φροντίδα ηλικιωμένων. Αν δεν ανήκετε σε αυτή την κατηγορία 
ανθρώπων, θα σας παρακαλούσα να μη συμπληρώσετε το ερωτηματολόγιο.  
Οι απαντήσεις σας θα είναι ανώνυμες. Σας διαβεβαιώνω ότι δεν υπάρχει δυνατότητα 
ταυτοποίησης των προσωπικών σας στοιχείων και δεν θα σας ζητηθούν στοιχεία επικοινωνίας. 
Θα χρειαστούν μόνο λίγα λεπτά για να ολοκληρωθεί το παρόν ερωτηματολόγιο.  
Με την ολοκλήρωση αυτής της έρευνας, δίνετε άδεια για τη χρήση των δεδομένων που 
συλλέγονται σε ανώνυμη μορφή σε οποιεσδήποτε γραπτές αναφορές, παρουσιάσεις και 
δημοσιευμένες εργασίες που σχετίζονται με αυτήν τη μελέτη για ερευνητικούς σκοπούς.  
Για οποιαδήποτε απορία σχετικά με την έρευνα ή για περισσότερες πληροφορίες μη διστάσετε 
να επικοινωνήσετε μαζί μου στο παρακάτω email  
kkousaris@ihu.edu.gr 
Σας ευχαριστώ εκ των προτέρων για την συμμετοχή σας.  
Με εκτίμηση,  
Κουσάρης Κωνσταντίνος 
1. Ποιες από τις παρακάτω ηλεκτρονικές συσκευές χρησιμοποιείτε ώστε να έχετε 


















4. Αν απαντήσατε "Ναι" στην ερώτηση 3, ποια/ποιες εφαρμογές χρησιμοποιείτε; 
 
Η απάντησή σας 
5. Σε ποια κατηγορία υπηρεσιών θα κατατάσσατε τις υπηρεσίες που παρέχετε σε 
ηλικιωμένους; * 
Υπηρεσίες υγείας (π.χ. ιατρική, νοσηλευτική υποστήριξη) 
Υπηρεσίες καθαρισμού σπιτιού 
Υπηρεσίες φαγητού 
Υπηρεσίες αισθητικής και καλλωπισμού (π.χ. κομμωτές, αισθητικοί) 
Υπηρεσίες αγοράς αγαθών ( π.χ. σούπερ μάρκετ) 
Υπηρεσίες αγοράς φαρμάκων 
Υπηρεσίες αγοράς ορθοπεδικών προϊόντων 
Άλλο: 
 
6. Θα ήμουν διατεθειμένος να παρέχω τις υπηρεσίες μου σε μια εφαρμογή που 








7. Ποιες από τις παρακάτω λειτουργίες της εφαρμογής θεωρείτε σημαντικές για την 
αύξηση των πωλήσεών σας; 
Δυνατότητα επιλογής επαγγελματία 
Στοιχεία επικοινωνίας του επαγγελματία 
Δυνατότητα ηλεκτρονικά προγραμματισμένου ραντεβού 
Δυνατότητα ηλεκτρονικής πληρωμής 
Σύστημα αξιολόγησης των επαγγελματιών 
8. Με ποιον τρόπο θα επιθυμούσατε να πληρώνετε την εφαρμογή ώστε να 
συνεργάζεστε ως επαγγελματίας; * 
Μηνιαία συνδρομή 





9. Εύρος χρημάτων που είστε διατεθειμένοι να διαθέσετε ως μηνιαία συνδρομή 






10. Εύρος ποσοστού επί της συναλλαγής, για την κάθε συναλλαγή, που είστε 







11. Ποιο είναι το φύλο σας * 
Άντρας 
Γυναίκα 














14. Είστε αυτοαπασχολούμενος/η ή εργάζεστε σε εταιρία που απασχολεί 2 η 
περισσότερα άτομα; * 
Αυτοαπασχολούμενος 
Εταιρία που απασχολεί 2 η περισσότερα άτομα 








Questionnaire for consumers 
Χρησιμότητα της εφαρμογής "Megalono" για 
ανθρώπους που αναζητούν υπηρεσίες 
φροντίδας ηλικιωμένων στο σπίτι 
Το συγκεκριμένο ερωτηματολόγιο χρησιμοποιείται για ακαδημαϊκούς σκοπούς και αποτελεί 
μέρος διπλωματικής έρευνας του μεταπτυχιακού προγράμματος e-Business & Digital 
Marketing, του Διεθνούς Πανεπιστημίου της Ελλάδος.  
Σκοπός της έρευνας είναι να εξετασθεί η χρησιμότητα του "Megalono", μιας εφαρμογής που 
θα δίνει τη δυνατότητα πραγματοποίησης αγοροπωλησιών, όλων των πιθανών υπηρεσιών 
φροντίδας στο σπίτι που χρειάζεται κάποιος ηλικιωμένος άνθρωπος. Το συγκριτικό 
πλεονέκτημα του "Megalono" είναι ότι παρέχεται χωρίς επιπρόσθετο κόστος στους 
καταναλωτές, συγκεντρώνει όλες τις κατηγορίες υπηρεσιών για το σπίτι σε μία εφαρμογή και 
δίνει τη δυνατότητα επιλογής με βάση τις υπηρεσίες και την αξιολόγηση των επαγγελματιών 
από προηγούμενους πελάτες. 
Το παρόν ερωτηματολόγιο απευθύνεται μόνο σε άτομα που είτε είναι 65 χρονών και άνω, είτε 
ασχολούνται με την φροντίδα κάποιων ηλικιωμένων αγαπημένων προσώπων. Αν δεν ανήκετε  
σε κάποια από τις δύο ομάδες ανθρώπων που προαναφέρθηκαν, θα σας παρακαλούσα να μη 
συμπληρώσετε το ερωτηματολόγιο. 
Οι απαντήσεις σας θα είναι ανώνυμες. Σας διαβεβαιώνω ότι δεν υπάρχει δυνατότητα 
ταυτοποίησης των προσωπικών σας στοιχείων και δεν θα σας ζητηθούν στοιχεία επικοινωνίας. 
Θα χρειαστούν μόνο λίγα λεπτά για να ολοκληρωθεί το παρόν ερωτηματολόγιο. 
Με την ολοκλήρωση αυτής της έρευνας, δίνετε άδεια για τη χρήση των δεδομένων που 
συλλέγονται σε ανώνυμη μορφή, σε οποιεσδήποτε γραπτές αναφορές, παρουσιάσεις και 
δημοσιευμένες εργασίες που σχετίζονται με αυτήν τη μελέτη για ερευνητικούς σκοπούς. 
Για οποιαδήποτε απορία σχετικά με την έρευνα ή για περισσότερες πληροφορίες μη διστάσετε 
να επικοινωνήσετε μαζί μου στο παρακάτω email  
kkousaris@ihu.edu.gr 
Σας ευχαριστώ εκ των προτέρων για την συμμετοχή σας.  
Με εκτίμηση,  
Κουσάρης Κωνσταντίνος 
1. Ποιες από τις παρακάτω ηλεκτρονικές συσκευές χρησιμοποιείτε ώστε να έχετε 














3. Χρησιμοποιείτε το ηλεκτρονικό εμπόριο; * 
Ναι 
Όχι 
4. Θα χρησιμοποιούσατε κάποια εφαρμογή όπου θα μπορούσατε να αγοράσετε 
υπηρεσίες, για την δική σας φροντίδα; (Μόνο εάν είστε 65 ετών και άνω) 
Ναι 
Όχι 
5. Θα χρησιμοποιούσατε κάποια εφαρμογή όπου θα μπορούσατε να αγοράσετε 
υπηρεσίες, για την φροντίδα κάποιου ατόμου τρίτης ηλικίας, που το έχει ανάγκη; * 
Ναι 
Όχι 
6. Αν χρησιμοποιείτε ήδη μια εφαρμογή για φροντίδα στο σπίτι, ποια/ποιες 
εφαρμογές χρησιμοποιείτε; 
 
Η απάντησή σας 
7. Ποιες από τις παρακάτω υπηρεσίες χρησιμοποιείτε ή πιστεύετε ότι θα 
χρησιμοποιούσατε σε μια εφαρμογή με υπηρεσίες φροντίδας ηλικιωμένων στο 
σπίτι; * 
Υπηρεσίες υγείας (ιατρική, νοσηλευτική υποστήριξη) 
Υπηρεσίες καθαρισμού σπιτιού 
Υπηρεσίες φαγητού 
Υπηρεσίες αισθητικής και καλλωπισμού (κομμωτές, αισθητικοί) 
Υπηρεσίες αγοράς αγαθών(π.χ. σούπερ μάρκετ) 
Υπηρεσίες αγοράς φαρμάκων 
Υπηρεσίες αγοράς ορθοπεδικών προϊόντων 
Άλλο: 
 
8. Μία εφαρμογή με όλες τις υπηρεσίες της ερώτησης 7, θα κάλυπτε πλήρως τις 








9. Ποιες από τις παρακάτω λειτουργίες της εφαρμογής θεωρείτε σημαντικές για την 





Δυνατότητα επιλογής επαγγελματία 
Στοιχεία επικοινωνίας του επαγγελματία 
Δυνατότητα ηλεκτρονικά προγραμματισμένου ραντεβού 
Δυνατότητα ηλεκτρονικής πληρωμής 
Σύστημα αξιολόγησης των επαγγελματιών 
10. Πόσο συχνά θα χρησιμοποιούσατε μια εφαρμογή όπως η "Megalono", με 
υπηρεσίες φροντίδας για άτομα μεγάλης ηλικίας στο σπίτι; * 
Καθόλου 
1 φορά τον μήνα 
1-2 φορές την εβδομάδα 
3-6 φορές την εβδομάδα 
Καθημερινά 
11. Τι χρηματικό ποσό θα δαπανούσατε μηνιαία, για την αγορά υπηρεσιών, σε μια 





Περισσότερα από 300 ευρώ 
Δημογραφικά Στοιχεία 
12. Ποιο είναι το φύλο σας; * 
Άντρας 
Γυναίκα 




























1300 ευρώ ή μεγαλύτερο 
 
 
